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1 believe you will. he interested in this idea and, its 


practical application. 


Say, 
Do you remember when you were a kid, 
How they. used ‘to tell you 
About throwing a pebble into a pond, 
And how it made a ripple 
That went on, and on, and on, and on, 
Until it reached the distant shore, 
Or something like that? 
d when you got big enough 
You went to the minstrel show 
And saw the end man 
And the middle ‘man 
Show how a quarter of a dollar 
Paid off ten dollars’ worth of debts 
In about five minutes, 
By sing from Tambo to Bones, 
And from Bones to Rastus, 
And a Rastyus to Ephraim, 
And from°Ephraim to Lijah, 
And so on around the half circle? 
And you remember how 
The high-browed Professor at college, 
Tried to explain .the same thing? 


Well, 
This is fio talk on Political Economy 
Or. anything like that; 
It’s just a gentle hint 
i, she effect that Right Now 
hen. folks are feéling pretty good 
Ih a good time for you 
To start a little ripple of your own: 
A good time 
To start the dollars 
maring. your way 
Ey setting up a ‘holler for them. 
Her good and .loud 
8 Tit don’t let up 
you get ’em coming. 
t's good sense 
And oes Seariees. j 
aay ripple the pon 
uelps werk the stagnation. 
Pe busy and make a splash! 
Ho 


Get a megaphone 
And--wake up the natives. 


Athan Coppinr 


Incidentally note this: 
Out in Kansas— 
That live and wide-awake state— 
That “‘Parallelogram of Plenty”— 
The one best megaphone 
Is the Topeka Daily Capital. 
Circulation 29,000 
All good. 
That’s 8,000 more than 
Any other Kansas daily. 
In Topeka and for 30 miles around 
Practically every family 
Reads the Capital. 
It goes to every Post-office 
And every ruralk-route 
In the whole state. 
It carries more advertising, 
Local, foreign and classified, 
Than any other Kansas daily. 
It prints twice as many 
Classified Ads 
As any other Topeka daily. 
Fora score of -years 
The Capital has been 
The undisputed leader 
In Kansas journalism. 
And it’s stronger today than ever— 
Absolutely supreme in its field. 
I don’t know of. another 
City in the country 
The size of Topeka 
That supports so good a paper. 
The reason why? 
Simply that Tonees folks 

ant good stuff— 
Have. the money 
To pay for good stuff 
And will take 
Nothing but d stuff. 
You are overlooking 
A. rare. opportunity 
If you fail to employ 
The Topeka Capital 
Sunday and Daily. 
May TI tell you more 
About it? 


THE TOPEKA DAILY CAPITAL 
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= N the days agone, a manufacturer building a new plant 
‘dealt with a dozen different contractors and supply 

Ni houses, 


He bought his brick and stone here, his lumber and 
glass there, and his nails and bolts around the corner. 








He had contracts with the stone mason, the bricklayer, the car-«) 
penter, the plasterer, the piumber, the decorator, and so on, to the 
end of the chapter. 


He usually got a building that didn’t jibe, but for all its defi- 
ciencies no one set of the master workmen could be held wholly 
responsible. After it was completed, he returned to the manage- 
ment of his business, neglected perforce during the period of con- 
struction by the infinite amount of building detail requiring his 
inexperienced attention. 


In these days, the manufacturer does it differently. He settles 
on the plans for his building and makes one contract for its con- 
struction. Only ultimate results and aggregate cost concern him. 
He attends to his business, while the contractors attend to theirs, 
and he pays but one bill, if the thing is done right, and on time. 


But many manufacturers, even of the more aggressive and up- 
to-date class, follow the old custom in the building of their busi. 
ness literature. They contract for “copy” at one place, for drawings 
and photographs at another, for engravings at still another, and 
for the printing at yet another—too often upon a purely competi- 
tive basis, instead of upon an efficiency basis. The resulting prod- 
uct fails miserably to do its work, but it is a practical impossibility 
to place the blame responsibly on any one factor. 


We take care of manufacturers who want complete service—ours 
is the advertising agency with complete facilities. Any advertising 


required by a reputable house planned, penned, pictured and 
printed under one roof and one management. Write us! 


The MCFARLAND PUBLICITY 
SERVICE -:- -:- Harrisburg, Pa. 
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THE WESTERN ELECTRIC 





THIS CORPORATION, OUTPUT SEVENTY 
MILLIONS A YEAR, BEGAN ADVER- 
TISING TWELVE MONTHS AGO BE- 
CAUSE FEW PEOPLE OUTSIDE THE 
ELECTRICAL INDUSTRY KNEW 
ABOUT IT—HOW ITS PUBLICITY IS 
DISTRIBUTED THROUGH MAGA- 
ZINES, FARM PAPERS AND TECHNI- 


CAL JOURNALS—CURVES AND HU-, 


MAN NATURE. 





A corporation selling seventy 
million dollars’ worth of its prod- 
ucts yearly, yet almost unknown 
to the general public, is some- 
thing of an oddity in this country. 
For that is a volume of business 
larger than our entire output of 
patent medicines and compounds. 

Until about a year ago the 
Western Electric Company was 
in this position. Selling about 
forty millions’ worth of telephone 
apparatus and another thirty mil- 
lions in miscellaneous ‘ electrical 
supplies and machinery, more 
than half of its product went to 
the Bell telephone interests. In- 
deed, until within the past two or 
three years none of its telephone 
apparatus was sold outside the 
Bell organization. 

When the important telephone 
patents expired some years ago, 
and the independent telephone 
business began, it was left to 
outside manufacturers to build 
apparatus for the newcomers. 
The names of perhaps half a 
dozen of these outside manufac- 
turers are known to-day through 
the whole industry, and to the 
general public also, in a_ sense. 
They have sold not only to thriv- 
ing independent telephone corpor- 
ations, but have built up a fine 
business with farmers, advertising 
in the agricultural press to rouse 
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interest in neighborhood lines 
that can be built by farmers them- 
selves, publishing elaborate ad- 
vertising treatises of a “How to” 
character, and so forth. Mean- 
while, so far as general reputa- 
tion and outside sales were con- 
cerned, the Western Electrical 
Company was out of the running. 

Without making unwelcome 
comparisons, it may. be safely as- 
sumed that the company manu- 
facturing supplies for the Bell 
telephone interests had products 
fit to hold their own in the open 
market, and perhaps likely to be 
preferred by many managers and 
engineers operating and _ con- 
structing independent lines. When 
the Western Electric Company 
began advertising, therefore, in 
November, 1907, the chief ques- 
tions to be’ settled seemed to be 
those of methods and objects— 
the company was already grown 
up, and its products developed 
and of definite standing. 

The company to-day is using 
three separate advertising me- 
diums, each employed to fulfil 
a separate purpose. These are: 
1—General magazines; 2—Farm 
papers; 3—Technical journals. 

Western Electric’s. output cov- 
ers a remarkable range. It makes 
the largest electrical generators, 
motors and exhaust fans for 
manufacturing purposes, as well 
as the fractional horsepower mo- 
tor and local electric fan for 
household use. On cable order it 
lately refitted, in a few weeks, thé 
burned-out telephone system of 
Paris, France. Yet for a few 
dollars it sells, through the some- 
what roundabout channels of the 
electric wiring trade, a simple 
two-piece telephone set such as an 
automobile owner would install 
between house and garage. It 
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manufactures private telephone 
switchboards, intercommunicating 
systems for factories, mines, 
hotels, etc, and produces arc 
lamps, magnetos, spark coils and 
dozens of other electrical devices, 
great and small. 


In the general magazines the’ 


company is after general reputa- 
tion first of all. It wants to be- 
come known to the whole public, 
lay and technical, to emerge from 
its singular obscurity and make 


tion of apparently competing with 
its own best customers. For in- 
stance, while the company makes 
complete dynamo plants whereby 
factories, hotels, etc., may gener- 
ate their own electric light and 
power, it also sells generators and 
supplies to central stations all 
over the country. Now, every 
private plant installed in his ter- 
ritory causes profound grief to 
the central station superintendent. 
To take magazine space and sug- 





markets, farmers can get great value 
from the telephone, provided they 
have reliable service. Therefore, 
farmers, above all others, should 


Buy and Use Only 
Standard 


“BELL” 


Apparatus and Equipment 


Before Hauling to Market—Telephone 


The telephone enables the farmer to learn prevailing prices before 
hauling his produce to market; it saves him rehauling or posing because 
of a low price; it allows him to practically make his sales in a 
that no time is wasted in finding a buyer after reaching the market; it 
usually makes unnecessary his going to market in person, for w‘th the sale 
arranged over the telephone, he can let a boy deliver the produce. 

Because of the nature of their business, and their distance from 





vance, so 





—recognized as the most.reliable and satisfactory made. Zw 
Weite for Our Booklet “‘Rural Telephone Equipments’’—Sent Free 


WESTERN ELECTRIC COMPANY gS 


Manufacturers and Spe Spector. <4 All A pparaves om a, Equipment mood 





Use Address Nearest You 





im tae Construs we ance of Telephone Plan’ 
Yor! Pittsburgh St. Loule Be ites 4, 
Peticicisnin Saber Sean Kansas i Francteco Fe 
Atlante Indianapolis DeeMoines Omaha” alt Lake City st Angeles 


Nostugey Evectaic & Maworacturte Co., Lrp., Montreal and Winnipeg 

















“Western Electric’ a familiar 
word in every’ household—and 
likewise. in every factory, mine, 
garage, machine shop, department 
store, railroad headquarters, tex- 
tile mill, ‘central: station, electric 
railway office, etc. as well as 
among architects and engineers. 

A large order, obviously, and 
somewhat difficult to fill. 

So far as the magazines are 
concerned they give the power 
and distribution in plenty, backed 
by judicious special advertising in 
two or three dozen technical and 
scientific publications. But diffi- 
culties arise in employing this 
power. 

Western Electric’s goods are 
sold through many channels, and 
it is sometimes placed in the posi- 


gest to the general public that 
there are such things in the world 
as private generating plants ap- 
pears to him nothing short: of 
wicked. One of. the company’s 
best advertisements the past year 
dealt entirely with these private 
plants, and the central station 
man protested against double- 
dealing by a corporation that first 
sold him equipment for the manu- 
facture of. electric current to be 
sold at retail, and then sold his 
potential customers equipment 
whereby they could make their 
own current at wholesale. 

The distrust of this particular 
advertisement led the company to 
issue a: special booklet with the 
title “What-the Western Electric 
Company Is Doing to Increase 
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the Central Station Load.” It went 


to electric light and power com-. 


panies all over the land. It 
showed that, in a year of depres- 
sion, Western Electric had con- 
ducted the greatest and broadest 
campaign for electrical apparatus 
of all kinds that had ever been 
undertaken in mediums reaching 
the general public. Specimen ad- 
vertisements for fans, motors, arc 
lamps, etc., all designed to help 
central stations sell more current, 





When You 
Need a 
Neighbor- 


or a doctor orassistance of any sort 
at any time, a reliable telephone is 
a friend in need. It is a time-saver 
when time is most-valuable ; often 


a life-saver in iliness—a property-saver in” fire or theti--a 
money-saver by furnishing latest market and weather reports. 
But you cannot get the full service, value and benefit of a tele- 
phone unless you have a reliable telephone—duy and use only 


Western Electric “Wane 


magazine advertising centers on: 
the telephone. The most direct 
and human advertising proposi- 
tion this corporation has, in all 
its products, is the rural tele- 
phone. Now, the-magazines reach 
chiefly city readers, who. usually 
associate the telephone with an 
operating company, and do not 
know that a neat two-piece set, 
for example, can be installed in 
a home or about one’s grounds 
for ten or fifteen dollars, and 








aratus and | 





made by Western Electric Company, and you will have in your line the reliability 
that comes from 30 years’ experience in the making-of telephonic apparatus, and 
from the unequalled ‘facilities at its command. | 

** Rural Telep! .** Sent Fre: 


WESTERN ELECTRIC COMPANY 


and E sed 
in the Samana Operation Ss Yor ‘of Telephone Plants 


Bastern—New York, Philadelphia, Boston, Pittsburg, Atlanta. Western—Saint — _— Gey, Denver, Dallas, Omaha 
Contral—Chicago, Indianapolis, Cincinnati, Saint Paul: Pacific—San Angeles, Seattle, Salt Lake City 
THERN 


Exactaic ann ManuracturinG Company, Ltp., pSecsh cays AND ‘weanees 
Write Our Nearest House 












were shown, with a list of the owned outright. So magazine 





magazines and trade papers that 
had given this advertising a cir- 
culation of about five million 
copies. 

The protests of the central sta- 
tion men were suddenly silenced. 
It does not take. men of their 
ability very long to see a point. 
Hundreds of them, of course, had 
made no protest, because they 
recognized. that there is a vast 
field for the installation of gen- 
erating apparatus in mines, camps, 
mills and works far from the ser- 
vice of any central station, and 
that the company’s business nat- 
urally includes the promotion or 
sale of such apparatus. 

Another .odd condition in the 


space, when it touches the tele- 
phone, shows intercommunicating 
systems for factories, hotels, etc., 
and has the secondary purpose of 
teaching the general public in 
cities that the telephone can be 
bought outright like any other 
merchandise, and in any form to 
meet conditions. 

When H. M. Post, advertising 
manager for the company, ex- 
plained this situation, the central 
fact seemed to be the low price 
of such a set. 

“That whole line of thought is 
new’ to most city people, Mr. 
Post. But why don’t you plump 
prices at them?” 

“Price would be a strong argu- 
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ment,” was his reply. “But un- 
fortunately we cannot quote prices 
in advertising because telephones 
are sold through wiring and elec- 
trical firms who perform the in- 
stallation and charge for that as 
well as the apparatus. Their 
prices differ with quality of work, 
wages in different sections of the 
country, and so forth. In our 
farm paper advertising we have 
given some gauge of prices—ac- 
tual cost of a system varies in 
the country, too, but we make the 
point clear by telling the farmer 
that a neighborhood telephone 
system will cost himself and his 
neighbors less than twenty bush- 
els of wheat apiece.” 

The advertising manager then 
went on to show other ways in 
which the magazines are used. 
This campaign runs all year 
round, and the company has some 
definite product that can be 
pushed at any given season. 

Mr. Post explained this at some 
length. Before he became a tele- 
phone advertising man he was a 
telephone engineer, and therefore 
accustomed to make “curves” of 
things. The whole line of prod- 
ucts manufactured by the West- 
ern Electric Company is reditced 
to curves that show sales of any 
given apparatus month by month 
for any year. The magazine ad- 
vertising is based on these sales 
curves, and so the campaign 
changes from month to month. 
Rural _telephones, for instance, 
reach their “peak” in spring. That 
is the onlv time the farmer has 
to organize and build a line. So 
the rural telephone copy runs 
strong through fall and winter, 
when the farmer is reading. Inter- 
communicating systems for hotels 
and factories reach their peak in 
summer, when alterations are 
being made in slack months. So 
the spring magazine advertising 
deals largely with this proposi- 
tion. Arc lights are distinctly an 
autumn proposition. At that sea- 
son stores, factories, etc., are 
using artificial light again, and 
discover that new equipment is 
needed. Motors are active in win- 
ter, when manufacturing is brisk- 
est. And 30 on. Curves, charts 
and sales-figures reveal the best 
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months to push each product, and 
upon these the magazine advertis- 
ing is arranged. 

Mr. Post explained it all. In 
the room sat Mr. Johns, of the 
Batten agency, which handles this 
account. 

“Mr. Johns,” he said, “You 
know very well that in advertis- 
ing generally such matters as 
these indicated in Mr. Post’s 
curves are usually done by guess- 
work. The attitude of the engi- 
neer toward advertising is very 
interesting. Mr. Post has done, 
in his industry, what engineers 
are doing in the publicity of oper- 
ating telephone companies, elec- 
tric light and power corporations, 
and in other fields. The first in- 
stinct of the technically-trained 
man is to make a curve. Now, 
what do you think of it—does it 
fit in with the human side of ad- 
vertising ?” 

Mr. Johns looked grave. 

“Why, you know, I am a great 
believer in curves myself,” he 
said. “Before a dollar was spent 
in this campaign our agency re- 
duced magazine and farm paper 
cost and circulation to curves 
covering the entire year. Come 
around to my office and I’ll show 
you some curves——” 

“Mr. Johns, you know that 
many of the direct results of ad- 
vertising are untraceable — very 
often the man who goes ahead on 
a reasonable human estimate gets 
returns that cannot be traced even 
after he has them. Do Mr. Post’s 
curves weaken this human side?” 

“Well, Mr. Post and our people 
work in harmony,” added Mr. 
Johns. “If he went too far >in 
any direction it might be along a 
curve, while if we erred in our 
office it might be the other way.” 

In the farm papers Western 
Electric advertising is all centered 
on telephones, and moreover the 
copy deals with conditions of farm 
life in a way that drives home the 
utility of the instrument. The 
copy is notable for size, and the 
list of mediums exceeds sixty. In 
weekly farm journals the adver- 
tising runs 174 and 350 agate 
lines, and in monthlies 140 and 
210 lines each month. No adver- 
tisement is repeated in these me- 
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diums—nor, indeed, in general or 
technical publications, for the 
whole December list this year’ 
comprises 102 publications, reach- 
ing about seven million readers, 
in which are printed 187 separate 
advertisements. The value to the 
farmer of daily market news over 
his telephone, the saving that may 
be effected by prompt weather in- 
formation, the protection to life, 
health and property in case of ac- 
cident, fire, sickness, the con- 
venience in buying during busy 
months of summer or bad weath- 
er in winter—these well-known 
telephone advantages are played 
up forcefully in picture and text. 
All point one moral — superiority 
and reliability of Bell equipment. 
Farm paper ads offer literature, 
and this produces inquiries to be 
referred to electrical firms. 

Every month Mr. Post sends to 
the company’s salesmen a little 
pamphlet giving the complete ad- 
vertising schedule for that month, 
listing separately the general 
magazines, telephone journals, 
electrical trade papers, special 
trade mediums and farm papers. 


Dates of the advertisements in 
éach medium, size of space and 
the specialty described, are given. 
This advertising schedule is in 
salesmen’s hands by the 20th of 
each month for the month fol- 
lowing. The salesman calling on 
the jobber, electrical contractor or 
central station man is thus posted 
on what his company is pushing 
at the moment. 

As an illustration of how the 
advertising works in this connec- 
tion Mr. Post. told a story of an 
inquiry that came from one of 
the very first magazine announce- 
ments. «A manufacturer at 10 
Murray street, New York, wrote 
to the Western Electric Com- 
pany’s plant in Chicago asking 
prices on a five horsepower mo- 
tor. This inquiry was referred 
at once to the company’s repre- 
sentatives at 17 Murray street, 
New York, and they sold the man 
a ten horsepower motor. He was 
almost directly across the street, 
yet without the advertising the 
New York representatives would 
probably not have heard of him! 

Jas. H. Cotirns. 











AS USUAL 
THE MINNEAPOLIS JOURNAL 
IS 





The Journal Refused 97 Columns of Questionable Advertising Accepted by 
Competitors. On that Basis 2309 | 97 — 2406 Columns—Journal’s Record! 
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The Griddle 


“* There’s nothing like a hot griddle for bringing out the true 
flavor of good meat.”’—Lucullus. 


By Leroy Fairman 














In a previous existence I con- 
ducted a department under the 
above heading in: an advertising 
magazine, the publisher of which 
finally headed me off by the very 
simple expedient of permanently 
suspending publication. Of late I 
have earnestly searched for some 
other publisher with the —hardi- 
hood to stand for it; first, because 
my system requires some outlet 
for this particular brand of wis- 
dom, and, second, because such a 
multitude of old friends have 
clamored for it. As nearly as I 
can recollect, there must have 
been as many as five or six of 
these, and I sincerely hope there 
may be others. 

* + 

Joseph P. Day is a New York 
City real estate auctioneer who, 
judging from surface indications, 
is a man of parts and achieve- 
ments. The fact that he has been 
successful in the real .estate busi- 
ness. naturally - qualifies .him to 
speak with = upon all sub- 
jects to which he may see fit to 
address himself, and lends to his 
outgivings a weight and impor- 
tance which it would be folly to 
dispute and impossible to overes- 
timate. 

Realizing this fact to the full, 
Mr. Day is not the man to turn 
away empty those who. would sit 
at his feet and drink’ wisdom. 
Read and consider this street car 
card, which has of late thrilled 
and uplifted eager thousands: 

“I believe in specialization; in the con- 
centration of effort, and in the greater 
results therefrom. -Experience sustains 
te ; 

’ “Josepu P. Day, 

“Real Estate Auctioneer.” 

Fine and inspiring! But Mr. 
Day should go farther and: spread 
wider. Such sentiments are ‘most 
filling and sustaining to tis high- 
brows, but how about” the. 
“masses?”’ Why not ° cofsider 
their needs and capacity and get 


down a little closer to the ground 
—to the real estate, as it were? 
Here is a suggestion: 
“T believe in pumpkin pie; in the 
benevolent assimilation of its dark 
brown superstructure, and the di- 


gestion, when possible, of its pallid 


foundation. Lunch counter Statis- 
tics show that there are others.” 

It is plain that things of this sort 
would be just as valuable as evi- 
dence of Mr. Day’s perspicacity, 
and at the same time convey a 
message that would be both clear 
and. dear to all. 


* * * 


I like the young men who show 
us their faces in the magazines 
and tell us, frankly and unre- 
servedly, just what they are pre- 
pared to do for us. You know, 
for example, that lad with the 
face whose sparkling intelligence 
suggests a death mask of the late 
Emperor of China—the one who 
says, “Do you want to be a mil- 


elionaire? Write me—I’ll make 


you one.” Now, there’s an adver- 
tiser who lays all- the cards face 
up on the table, a man with noth- 
ing to conceal and no _ false 
modesty to prevent him from 
going the limit and telling us all 
about it. 

Many a more pretentious ad- 
vertiser could learn a lesson of 
value from this young man and 
others of his class. Take, for ex- 
ample, Mr. O’Sullivan, the man 
who, if he had been born at the 
right time, could have made 
Achilles absolutely invulnerable, 
In a recent advertisement he ad- 
vises employers to examine the 
heels of the office boy to find out 
whether he is fitted. to perform 
his important duties and worthy 
of all trust and confidence. 

Very good indeed, but why stop 
there? Isn’t it true that so long 
‘as the office boy is well heeled, 
‘it “makes no difference that he 
never washes except when he 
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jumps off Pier 4 on summer hol- 
idays; wears the cast-off clothes 
of brother Steve, the ‘longshkore- 
man; swears volubly both on oc- 
casion and off; chews tobacco flu- 
ently, and spends most of his time 
pursuing the switchboard girl with 
gross and unwelcome attentions? | 
Of course it is. Then why not 
say so? 











or <*, 

8 6» 2) OF® 
cones Fa Pag) 
Year? PhO p< 







6166 329,479.61 
1,659, 157.79 | 960,130.69 














|NEWHAMPSHIRE 


10. 347. 
2.937.319.76 840,940.17 























74.683.66 ua 87 

: ud aT? U8 

3,911,743.34 199,605.49 
[__ 4,069.140.67 .252,.267.06 _\ 
[ 4,310, 836.19 257,088.28 \ 
| 4,500,404.12 1,322,978.14 \ 








TOTALLIABILITIES $2,077,425.987 
POLICYHOLDERS SURPLUS $2,422,978.14 7 














And a short time ago Mr. Gil- 
lette, the razor man whose some- 
what bewildered countenance was 
for an extended period the chief 
ornament -of all the magazines, 
told us emphatically that only the 
well-groomed man could succeed, 
and that to shave with his razor 
was to be well-groomed. Yes. But 
Mr. Gillette failed to set down the 
two obvious correlative facts—that 
a man could by no possibility be 
presentable if otherwise shaved 
than by Mr. Gillette, and that a 
Gillette. shave makes a man well- 
groomed without such incidental 
trifles as clothes, hats, shoes, hab- 
erdashery and the like. 











In 
Milwaukee 


THE JOURNAL'S cir- 
culation is equal to the com- 
bined city circulations of 
any three other newspapers 
of any combination possible 
to make. 

THE JOURNAL sells 
every evening more papers 
than the two other evening 
papers combined claim to 
print, or more than twice 
as much as either claims to 


print. 

THE JOURNAL carries, 
and for over two years past 
has carried 


MORE DISPLAY 
AND MORE 
CLASSIFIED 
ADVERTISING 


than any other Milwaukee 
daily of either six or seven 
day publication. 

THE JOURNAL'S aver- 
age circulation daily for 
twelve months ending Dec. 
I, 1908, was 55,673; for 
November, 1908, 56,975. 

THE JOURNAL’S ad- 
vertising rate is 7 cents per 
line flat— 

THE JOURNAL’S Bu- 
reau of Information com- 
posed of practical retail 
salesmen, is at the disposal 
of advertisers or agencies 
who may be considering 
this field. We often save 
advertisers a long trip to 
Milwaukee by quickly giv- 
ing them the information 
desired. 


THE JOURNAL CO. 


C. D. Bertoret, Manager For- 
eign Advertising, Boyce Bldg., 
Chicago; J. F. AntispEL, 9 
West 29th St., New York; 
W. R. Burtrer, Gumbel Bidg., 
Kansas City. 
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Don’t be so painfully modest, 
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THE GRIDDLE. 





gentlemen, give us the whole story. 
ee ere 


The back pages of the magazines 
have laid before our anxious eyes 
the slaughter of every known beast 
of the field and bird of the air, 
brought to the dust or the damp 
by various and sundry makes of 
guns and brands of powder—and 
those previously unknown shall not 
escape, for the Gentle Theodore 
will get ’em next year and we will 
all have a chance to see just how 
they looked in their last extremity. 


and greater glory to his gun. 
Simple enough, when you come 
to think it over. 


* * * 


The moral is that what is good 
for bears is good for you. The 
bear is a notoriously fastidious 
and discriminating animal. In ad- 
dition to Cream of Wheat, he is 
fond of a few other things which 
will not be mentioned here—on 
account of lack of space. He is 
also a most cleanly and sweet- 
smelling proposition—it is quite 
natural to associate him with the 
dainty delicacies of the table. 


solid top is: always a 


your head and the cartridge, and 


face or eyes, never disturbs your aim, and allows instant 


Lf dlowing back. . The side ejector never throws a shell ste 


The closed-in breech keeps out rain, snow and all fc 


‘Matter--keeps your Qlanfia clean and serviceable at all times, 
‘i 4 patie i! 


7 





im teatures. ow 
tatog. Free for 3 stamps. 





That will be a change from the 
ge! types, and therefore a re- 
lief. 

Meantime there is some diver- 
sity. Here is a Marlin Rifle ad, 
for example, that strikes a new 
note. You will observe with in- 
terest that the hunter is engaged 
in throwing his hat at some. un- 
identifiable animal. No, he 
doesn’t expect to scare it to 
death. That isn’t the idea at all. 
The fact of the matter is that the 
Marlin is sure death at all dis- 
tances, and the hunter is simply 
trying to shoo the beastie over 
into the next county, where he 
may pick it off with more credit 
to his unerring marksmanship 


Eating with a bear would be a 
delight long to be _ cherished 
among our most fragrant memo- 
ries. The person who can study 
this picture and feel no conscious- 
ness that his vitals are yearning 
and yelping for Cream of Wheat 
must be strangely constituted. 


If I had anything to burn ex- 
cept time, and had an enemy that 
I feared was mean enough to 
throw a burning cigarette butt 
into it, I would most sure and 
certain insure it in the New 
Hampshire Fire Insurance Com- 
pany. The advertisement shown 
on page 9 shows why. ‘ 

It stands to reason that any 
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company that has been success- 
ful in accumulating enough fig- 
ures to run all the way up one 
side of a shot tower and down 
the other is worthy of all confi- 
dence. Of course I don’t know 
what the figures mean. No doubt 
they mean something good. | 
would be quite willing to take 
that for granted, although a more 
suspicious nature might maintain 
that they probably stood for 
money that the company had 
skilfully separated from the pub- 
lic and pickled for its own uses, 





or money that it should have paid 
out on losses and didn’t, or 
money that it would have made 
if times had been better, or money 
that would have been split up 
among the stockholders if there 
hadn’t been so many fires. 
Happily, though, few people are 
so inquisitive as to try to find out 
what figures really mean. Just 
show them long rows of nice, fat 
ones, and they are content. And 
of course the Greek professor 
should advertise in Greek. 


——_+99———_—_——— 

Hugh Graham, one of the fore- 

most journalists of Canada, who 

has just retired from the active 

control of the Montreal Star, has 

been made a knight by King 
Edward. 





As the result of the contest in- 
augurated by the Ad Club of Buf- 
falo for the purpose of providing 
the city with a fitting slogan to 
be used for advertising purposes 
over 1,000 slogans have been re- 
ceived. 











Up-to-Date 
Information 
About Circulation 





The Chicago Record- 
Herald prints a state- 
ment of net paid circula- 
tion for the preceding 
month in every issue. 

In fact, you can find 
out what yesterday's cir- 
culation was by asking. 

Isn't this the sort of 
information you want 
about circulation ? 





NET PAID CIRCULATION 
November, 1908 
Daily Av. exceeding 141,000 
Sunday Av. “ 200,000 


THE CHICAGO 


Record-Herald 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
paper printed in the German language on 
this ti t—n ti 


Circulation 149,281 


RATE 35 CENTS, 
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Local Advertisers Are Excellent Judges 


They pick the best advertising medium 
for their announcements. Send for a 
copy of the Janesvilie (Wis.) Gazette 
any day and secure full proof of their 
preference. This field of plentiful money 
in Southern Wisconsin is as open to you 
as to the local advertiser. Million and a 
half in cash sugar beet and tobacco 
money now being distributed. Ask all 
about the Janesville (Wis.) Gazette. 

M. C. WATSON, 34 W. 33rd 8t., New York City 
A W. ALLEN, 1502 Tribune Bldg., Chicago, 111. 
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THE BUFFALO 


as the table shows, carried more paid 
advertising in the 12 months ending 
Dec. Ist, 08, than any two other daily 
papers in Buffalo, and nearly twice 
as much as its nearest competitor 


AREFULLY figure the percentage on the above and 
you will find that THE BUFFALO EVENING | FAI 
NEWS carried nearly 31 per cent. of the total ad- hom 
vertising that appeared in all daily papers in Buffalo dur- shor 
ing the year, and does not employ any advertising solicitors retu 
in its local field, never publishes Special Editions and is the i 
only Buttalo newspaper that censors its advertising columns into 
against objectionable medical ads and fake advertising of falo 
all kinds. use : 


b 
@. During this same period THE BUFFALO EVENING | © | 


NEWS carried 2,555 columns more advertising in its 6 days ¢ | 
a week publication than any other newspaper in Buffalo, canv 
including their Sunday paper of a 7 day a week publication. Of « 


The reasons for these conditions ‘are plain. THE BUF- Buff 
: ret 


SMITH & BUDGE 


BRUNSWICK BUILDING, N. Y. CITY THIRD NATIONAL Spe 
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ENING NEWS 


Buffalo Evening News, 16,461 Cols. 


Buffalo Evening Times . . 8,435 “ 
ys Enquirer . 7,197 ‘ 

a _ Commercial 5,795 ‘ 
Morning Express . 7,918 ‘ 

“. “Gao . fae.* 


FALO EVENING NEWS reaches over 90 per cent. of the 
homes of Buffalo and the suburban districts within the 
shopping limits of Buffalo, and naturally brings abundant 
returns to its advertisers. 


@ If you are an advertiser in Buffalo or intend coming 
into this field with your advertising campaign, ask any Buf- 
falo merchant how to spend your appropriation. They all 
use the BUFFALO EVENING NEWS, and quite a num- 
ber of them exclusively, and know. 


@ Write for our circulation statement and house-to-house 
canvass, showing home circulation of all Buffalo dailies. 
Of course, our advertising rates are higher than any other 
Buffalo paper, but very much cheaper when circulations and 
réturns to advertisers are considered. 





D repanne 
xem Special Representatives 


ST. LOUIS TRIBUNE BUILDING, CHICAGO 
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CALENDAR ADVERTISING. 





A POPULAR MEDIUM THAT SEEMS 
TO APPEAL WITH CONSIDERABLE 
FORCE TO MANY BUSINESS MEN— 
BIG CONCERNS THAT SPEND THOU- 
SANDS OF DOLLARS IN ADVERTIS- 
ING THEIR CALENDARS — ARGU- 
MENTS IN FAVOR OF THEIR USE. 





Of all forms of advertising the 
calendar is one of the most inter- 
esting, because there is hardly any 
avenue of spending advertising 
money that has such a general ap- 
peal. There are thousands of 
businesses whose only ledger en- 
try under the head of advertising 
is the item covering the calendar 
maker’s invoice. Calendars are 
popular with many large concerns, 
but it is the small businesses that 
bring the big revenue to the cal- 
endar maker. 

The corner grocer believes in 
calendars because he has had ex- 
perience in soliciting orders. He 
has looked in at kitchen doors and 
seen his calendar hung up through 
the year. To him the calendar is 
as necessary as the coffee grind- 
er, the dried beef shaver or the 
cheese knife. 

“Calendar is the only advertis- 
ing we do,” a tobacco broker once 
told me. “You see, the growers 
like them, and they bring us their 
stocks first, and cigar makers like 
them, too. It is as little as I can 
do.for my customers. One year 
I gave it up, but people began 
writing in letters saying I must 
have overlooked them, and so I 
got out a calendar, even though 
it was belated.” 

The carriage manufacturer, har- 
ness maker, and horse dealer al- 
ways get out calendars. It is a 
nice courtesy to extend to coach- 
men who cannot be handed com- 
missions, and those who get com- 
missions also want calendars. 
Manufacturers who never do any 
advertising of any kind always 
fall for the calendar proposition. 
Insurance companies formerly 
rained calendars as they did blot- 
ers, but while some few of them 
do it now, the practice is not gen- 
eral as if once was. 

Clothiers, milliners, shoe deal- 
ers, large and small merchants of 
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every order like to recognize a 
year’s patronage with an expres- 
sion of appreciation at the begin- 
ning of a new year. ‘The calen- 
dar generally expresses this appre- 
ciation. Some calendars, like the 
huge one put out by the Singer 
Sewing Machine Company, and 
the desk calendar for years issucd 
by the Pope Company, have be- 
come institutions. 

Swift & Company and Armour 
& Company, of Chicago, use whole 
pages in the December magazines 
to call attention to the art cal- 
endars which they put out. In 
the Swift advertisement in Mc- 
Clure’s the only reference to the 
company’s products is contained 
in a three-line item at the bottom. 
In the Armour ad, in the same 
publication, only half the space 
is devoted to the calendar, the 
rest being used to exploit Simon 
Pure Leaf Lard. The Pabst Com- 
pany, of Milwaukee, also adver- 
tises its calendar in full-page 
space. 

The calendars in all these in- 
stances may be secured by send- 
ing either ten cents or twenty- 
five cents, according to the price 
of the one chosen, or for a certain 
number of wrappers, or caps taken 
from the company’s products. 

Now it stands to reason that 
these large concerns are not 
spending so much money on cal- 
endar advertising unless they be- 
lieve that such advertising pays. 
In response to the request of the 
editor of Printers’ INx, Arthur 
White, of the advertising depart- 
ment of Swift & Company, has 
written a letter in which he ex- 
presses his views on the subject 
as follows: 

“We believe a calendar, having 
enough artistic merit and intrinsic 
worth to assure its purchase by 
those interested enough to pay a 
nominal price for it, to be a good 
advertising medium. 

“The last five calendars issued 
by Swift & Company have carried 
the title ‘Swift’s Premium Cal- 
endar’ regardless of whether the 
subjects had a seasonable motif 
or any other scheme which might 
be appropriately exploited through 
the title. This is particularly true 
of the 1909 calendar, which might 
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very reasonably be called ‘Swift’s 
Art Gallery Calendar,’ as it is 
composed of four subjects taken 
from the large galleries of the 
United States and reproduced by 
their special permission. 

“The object in retaining the 
title ‘Swift’s Premium Calendar’ 
is, of course, very obvious through 
the fact that the highest grades of 
hams, bacon and lard manufac- 
tured by Swift & Company are 
put out under the brand ‘Swift’s 
Premium,’ and aside from the per- 
manent publicity obtained in the 
home through the buying of 
Swift’s Premium Calendar, we be- 
lieve there is considerable psycho- 
logical benefit in. the writing made 
necessary upon the part of the 
consumer in ordering the calen- 
dar. The address in the body of 
the letter is ‘Swift & Company, 
Chicago.” The request is for 
‘Swift’s Premium Calendar.’ The 
address on the envelope is ‘Swift 
& Company. As a result the 
name ‘Swift’ is made familiar, 
through one’s own chirography, 
at least three times—and the con- 
sequent interest caused by the re- 
ceipt of calendar. 

“In reference to your inquiry 
as to whether such advertising 
brings direct sales. This would 
be impossible, as Swift & Com- 
pany do not sell direct to the con- 
sumer. It therefore might be 
said that this is used as a pub- 
licity proposition for our prod- 


cts. 

“The addresses of people send- 
ing for calendars have never been 
made up into a list and sold, but 
may be used for our own circular- 
ization, although there is a great 
waste in the distribution of litera- 
ture through this channel on ac- 
count of the large number of 
changes in addresses and names of 
post offices. 

“We would not care to state the 
number of replies received through 
any one of the magazine adver- 
tisements, as we consider this in- 
formation rather confidential and 
of value to no one but ourselves.” 

It is generally argued in favor 
of calendars that they are kindly 
received and that they enjoy a life 
for a whole ycar, in which they 
constantly remind the recipient of 
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Maine’s 
largest daily 
circulation! 


The net paid circulation 
of the EXPRESS is equal 
to that of ALL (three) 
other PORTLAND dailies 
combined. 

Circulation examined by 
Association of American 
Advertisers. 

The EXPRESS carries 
most classified advertising, 
most local advertising, 
most foreign advertising. 


Evening Express 
Portland, Maine 


N.B.—Our Sunday edition— 

The SUNDAY TELEGRAM 
has largest circulation 

of any Maine Sunday paper. 


FULIUS MATHEWS, Representative 








Over the Top 


Here isa guide 
ecard for the 
filing cabinet 
with a cellu- 
loid tip made in one piece and fold- 
ing over the top of the tab. This 
protects it where the wear comes 
and prevents curling and breaking. 


Standard 
Index Card Co. 


will be glad to send samples in case 
your dealer does not have them. 
Orders can be filled for all card 
sizes, with tips colored or transpar- 
ent, plain or printed as desired, 


701-709 Arch Streot, Philadelphia, Pa. 









































AMERICAN MEDICAL DIRECTORY 
SECOND EDITION—1909., 
The official register of legally quali- 
fied Physicians, Medical olleges, 
Hospitals, Sanatoria, Health Resorts 
and Membership roster of County, 
State ®and National Societies, etc. 

Send for descriptive circular. 
AMERICAN ME AL ASS’N, 
103 Dearborn Ave., 





Chicago, Il. 
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the advertiser. The chance to em- 
ploy psychology in considering 
calendar values is great. If the 
calendar is to go to people who 
are engaged in large enterprises 
and therefore receive many such 
calendars, it must needs be a very 
good one to attract notice. 

Like other agencies of publicity, 
there is no hard and fast rule 
that governs calendar advertising. 
The people to whom calendars are 
to be sent must be studied care- 
fully in order that the right kind 
shall be selected. 

There are many calendars which 
are of general appreciation, like 
the cows beside the still waters 
or the sheep in green pastures. 
The head of a handsome girl may 
adorn the calendars sent out by a 
clothier, a laundry or a big ma- 
chinery house. Certain subjects, 
however, fit certain lines of busi- 
ness. The well-rounded mahog- 
any hued horse eating an apple 
from the hand of a young woman 
in a derby hat is good choice for 
a blacksmith or a carriage painter. 
For the same reason that a saloon 
keeper decorates his walls with 
poorly conceived nude paintings, 
his calendar choice is the un- 
dressed group of goddesses at the 
spring or some girls swimming 
and frantic in the knowledge of 
the theft of their clothing. 

Calendar salesmen are shrewd 
and clever. It is one of the most 
attractive selling propositions, has 
a short season, pays big money, 
and attracts a high class of men. 
They have to move fast and get 
results. The season cannot be 
rushed. A merchant won't con- 
sider a calendar proposition in the 
spring or in midsummer. There- 
fore practically all calendars are 
sold during the last ten weeks of 
the year. The short season, there- 
fore, obliges the manufacturers to 
cover a great lot of territory in a 
short time. 

Calendar makers, however, are 
busy throughout the year. They 
select stock designs and print 
thousands of copies before getting 
an order. Only the imprinting of 
the purchaser’s name and compli- 
ments remain to complete the job. 

Some of these stock designs sell 
easily and editions are soon ex- 


hausted. Previous experience aids 
the calendar publisher, but often 
his judgment is given a_ severe 
jolt, as some very good designs 
have proved failures, and poor art 
is many times a good seller. 

The Osborn Company has done 

a big business in artistic calendars, 
many of which contain reproduc- 
tions of celebrated paintings. The 
Whitehead & Hoag people: have 
successfully added the line to their 
celluloid and metal novelty and 
button business. There is also a 
big demand for the wood type and 
cut block calendars, big sheets 
which show the length of a large 
room. The Curtis-Way Company, 
of Meriden, Conn., and Dando, of 
Philadelphia, do a large business 
in this product, while the litho- 
graph houses, like the American 
Lithograph Company and the J. 
Ottmann Lithographic Company, 
make thousands more. 

“You can’t tell me calendars are 
not good advertising,” said a man- 
ufacturer in discussing them. “I 
took one I had in my town house 
down to my shore cottage this 
summer and forgot to bring it 
back. Both my wife and myself 
missed it so much that I took a 
day off and went down to the 
beach just to get it.” 

“IT don’t think they bring us in 
much money,” said another adver- 
tiser, “but our customers want them 
and no one around here would 
have the nerve to cut them out.” 

There is little doubt that there 
is considerable waste in calendar 
advertising, because so many of 
the calendars sent out are thrown 
away by those who receive them. 
The average business man during 
December and January finds as 
high as fifteen or twenty in his 
mail. He cannot use more than 
two or three—the rest being con- 
signed to the waste basket. 

—~@)>——_——_—— 

John B. Roland, of the Roland 
Advertising Agency, New York 
City, who died of typhoid fever 
Dec. 13, was one of the younger 
successful advertising agents of 
the city. He was a man of sterling 
character, broad sympathies and 
original ideas. His death will not 
affect the policy and conduct of 
the agency which he established. 
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> these two GREATEST AMERICANS. The whole world venerates their memory 
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Advertise in February in 
The Washington - Lincoln COMFORT 


Both these great presidents were born in February. Next February the 
nation will celebrate the one hundredth anniversary of the birth of Abraham 


Lincoln, : 

Our February COMFORT will be a great SPECIAL WASHINGTON and 
LINCOLN MEMORIAL NUMBER, with a specially designed WASHINGTON 
and LINCOLN TITLE PAGE and will contain instructive and intensely inter- 
esting special articles on the LIVES, CHARACTERS and ACHIEVEMENTS of 


and counts them amo: ay greatest men that ever lived. AMERICA IS 
JUSTLY PROUD OF THEM and many citizens will, through COMFORT, seek 
this Rees 3 to ~~ a better knowledge of their inspirin heroism. 

T JUBILEE EDITION issued in November was such a 
subscription A Fay that we are positive this SPECIAL WASHINGTON and 
LINCOLN MEMORIAL number will be a winner coming in the MID-WINTER 
month as it does when the Mail-Order business is at its best. 

You Can't Afford to Take Any Chances of Missing February COMFORT 
with its true story of WASHINGTON and LINCOLN. This issue of COMFORT 
will be READ, RE-READ, LOANED and PRESERVED and the BEST PULLER 
for the ADVE RTISER ever printed. Send your order and copy now and secure 
better position. February forms will close without fail January 5th to 15th. 
DON’T PUT IT OFF AND GET LEFT. BETTER CONSULT WITH YOUR 
AGENT TODAY, OR WRITE 
W. H. GANNETT, Pub., Inc., Augusta, Maine 

New York Office: 1105 Flatiron Bldg. = =§ ss Chicago Office : 1635 Marquette Bldg. 

WALTER R.“JENKINS, Jr., Representative “" “~~ ~ FRANK H. THOMAS, _ Representative j 
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PROPOSED LAW TO STOP 
CIRCULATION FRAUDS. 


The Advertisers’ Club of Mil- 
waukee, at its December meeting, 
discussed the advisability of se- 
curing the enactment of a law 
that will protect advertisers 
against the misrepresentations of 
publishers in regard to circula- 
tions. It was the unanimous 
opinion of the members that the 
time had come when the state 
should assist in the suppression of 
a species of fraud that is costing 
buyers of space many thousands 
of dollars. 

W. H. Park, business manager 
of the Milwaukee Daily News, 
who made the most important ad- 
dress of the evening, declared 
that the real ground of complaint 
on the part of the advertisers 
against publishers or owners of 
circulations was fraud in the 
representation of circulations and 
in collecting money for circula- 
tion that did not exist. 

He said that to make it dan- 
gerous to sell fraudulent circula- 
tion is the real remedy, and that 
to accomplish that end it would 
seem desirable that a law be 
passed by the legislature defining 
fraud in representation of circula- 
tions by publishers or owners of 
circulations and providing punish- 
ment therefor. Such a remedy, 
he said, would be at hand for the 
employment of all injured or de- 
frauded and the one who exer- 
cised or perpetrated the fraud on 
the advertiser or one injured 
would then be liable for fraud in 
representation of circulation not 
existing, just as any man would 
be liable: for fraud for selling an 
article he did not own and be 
held to restitution in the law. 

Mr. Park submitted to the club 
a draft of a proposed law to 
cover the subject. It reads as 
follows: 


“To define and punish fraud in obtain- 
ing advertising by false claims of news- 
paper circulation and to forfeit any sums 
agreed to be paid for such advertising 
so obtained. 

“The people of the state of Wisconsin 
represented in senate and assembly, do 
enact as follows: 

“Sec. 1. oy newspaper publisher, or 
any employe thereof and any director, 
officer or manager of any corporation, 
which corporation conducts, carries on 
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and publishes any newspaper, and any 
employe of such corporation, who, falsely 
and fraudulently, for the ee of ob- 
taining advertising for and in any news- 
paper so published, shall represent and 
state and hold out and declare either in 
the said newspaper, or personally, to per- 
sons entering into or negotiating for ad- 
vertising such newspaper, that the cir- 
culation of the said newspaper is in ex- 
cess of the actual paid circulation of the 
said newspaper in order to gain advertis- 
ing for the said newspaper, shall be 
guilty of gross fraud and shall be pun- 
shed by imprisonment in the county jail 
not more than one year, or by fine not 
exceeding $500, and any sum agreed to 
be paid for such advertising, if not paid, 
cannot be recovered; and, if paid, the 
same can be recovered in an action 
brought by the said advertiser against 
the said newspaper publisher or corpora- 
tion. 

“Sec. 2. Actual paid circulation as 
used in this law shall be and is hereby 
defined as such circulation as is sold at 
the regular price, or prices, at which a 
copy, or copies, of any such newspaper, 
or newspapers, is or are held out, or 
advertised, in its columns to be sold; and 
every newspaper which is competing for 
advertising upon the basis of its circu- 
lation is hereby required to print regu- 
larly at the head of its editorial column 
the price, or prices, at which its said 
newspaper is sold, per copy, or copies, 
to subscribers, both by mail and carrier, 
and to news dealers and newsboys; and 
failure so to do, in cases where adver- 
tising is solicited upon the basis of cir- 
culation, shall be prima facie evidence 
of violation of this law. 

“Sec. 3. Copies printed and returned 
by newsdealers or newsboys, under what 
is known under newspaper circulation as 
the return privilege, and copies printed 
and sold to dealers in waste paper, or to 
oped mill owners as waste paper, are to 

e excluded from said computation of 
actual paid circulation of any newspaper. 

“Sec. 4. In any and all prosecutions, 
or civil actions under the provisions of 
this law, there shall be no exemption 
from subpoena, and either party shall 
have the power to.subpoena and swear 
any person, or persons, claimed to have 
any knowledge of said circulation as wit- 
nesses, and to require any newspaper 
publisher, or any corporation publishing 
a newspaper and its officers, to produce 
on said trial, or prosecution, any and all 
its books, records, invoices from paper 
mills or paper dealers of whom paper is 
bought, and freight bills of lading show- 
ing the weight thereof and papers of 
whatsoever nature, bearing directly or 
indirectly on the question of circulation 
of said newspaper, and to examine the 
same and to take testimony from the 
owners, employes or agents of said news- 
paper under investigation. This section 
shall not be construed to require any 
person prosecuted criminally under this 
law to testify against himself upon such 
a prosecuiton. 

“Sec. 5. This act shall take effect and 
be enforced from and after its passage 
and publication.” 


The proposed bill will be fur- 
ther discussed at the next meet- 
ing of the club. 
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KILLING THE GOSLING. 


515 Rand-McNally Bldg. 
Curcaco, Dec. 15, 1908. 
Editor of Printers’ Inx: : 

Let me suggest for the relief of the 
man who is so troubled in his efforts to 
separate “the old conservative business 
man” from some of his coin, that he 
should arrange to have, say, the 
Ayer & Company Agency made Min- 
isters Plenipotentiary and Advertising 
Advisers in Extraordinary for the whole 


country, and that they should be in- | 


structed to place no advertising except 
in the Saturday Evening Post and the 
Ladies’ Home Journal. This might shut 
out the small advertiser, whose 


much as “the oid conservative business 
man.” It might even eliminate some 


of the lesser — of journalism which - 


at present are doing very well (with the 
help of a solicitor) and which are con- 
sidered quite worth reading by some 


ago 

While he is about it, perhaps it would 
be well to eliminate the corner grocery 
and the small tradesmen of all kinds 
who no doubt catch a great deal of the 
business which really ought to go to 
the large department store! But our 
friend then would be able to work his 
will undisturbed with “‘the old conserva. 
tive business man.” 

There was a time when all that any 
reasonable man asked for was a fair 
field and no favor, but it seems that 
the great advertising  “‘advisers” think 
otherwise. But never mind, I met a 
man the other day who says that the 
reign of right and justice is to come in 
1912; so cheer up! 

Very truly yours, 
Amos Woopsury RIpEouT 


Evidently Mr. Rideout doesn’t 
endorse all the sentiments ex- 
pressed in Mr. Collins’ article on 
“Killing the Gosling” in the issue 
of Dec. 9. We are inclined to 
agree with him that no “conserva- 
tive business man” has a right to 


lock his door and open it to only | 


one man—unless that man is the 
ad agent who represents him. 


—+o—_—_—. 

_ Comfort, of Augusta, Me., will, 
in its February number, celebrate 
the centennial anniversary of 


Abraham Lincoln’s birthday, and | 


pay tribute to the glorious deeds 
of Washington. The title page 
will bear a striking design in 
which the careers of these two 
great men will be reflected. The 
articles will present some new 
views, and considerable fresh ma- 
terial. 
venir Jubilee edition of this popu- 
lar mail-order publication attracted 
much attention, the publishers ex- 
pect to make the February issue 
the best ever put out. 


usiness | 
in the aggregate amounts to fully as | 


While the November Sou- | 


INK. 19 








THE STANDARD PAPER FOR BUSI- 
NESS STATIONERY—“LOOK FOR 
THE WATER-MARK” 


There\is a'sense 
of satisfaction 
in using the best 


Old Hampshire Bond 
is used- by men who 
_ have pride in themselves 
_ and their business. 


‘OLD HAMPSHIRE BOND 


as nearly as paper can, 
gives to their written 
message the weight (of 
their own personality. 


Send for book of specimens, showing 
the white and, fourteen colors of Old 
Hampshire Bond, and presenting strik- 
ing ideas for letterheads and other 
business forms. Please write on your 
present letterhead. 


Hampshire Paper Co. 


Only paper makers in the world 
| making bond paper, exclusively 
| SOUTH HADLEY FALLS 
MASSACHUSETTS 
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MADE “A LITTLE BETTER THAN 
SEEMS NECESSARY”—“LOOK FOR 
THE WATER-MARK” 
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THE DEADLY WORK OF 
THE ADVEDITOR. 





YOU MAY NOT RECOGNIZE THE NAME 
APPLIED TO HIM, BUT HE IS ON 
DECK IN SOME MAGAZINE AND 
NEWSPAPER OFFICES—-HOW HE 
GETS IN HIS FINE WORK ON NEWS 
STORIES—HIS CACKLE IS HEARD 
EVEN IN THE DEPARTMENT OF 
DRAMATIC CRITICISM. 





{Epitor’s Notre:—This article was 
prepared by a popular and well known 
a writer who has ‘Ainge | had 
a falling out with the business office of 
some of the publications to which he has 
contributed. ] 





Dear Bill: Just had my copy 
murdered by the Adveditor. You 
know who he is, don’t you? The 


Adveditor is what the man with 
the big, black cigar and the min- 
eral water load, who addresses the 
Coin Club in evening dress after 
a sixteen-course foreign invasion 
known as a banquet, would call 
“one of the noblest of our modern 
American institutions.” 

The Adveditor is certainly mod- 
ern; he is most emphatically 
American. He is the guy who was 
invented to put a copper on the 
adjective “free” in the phrase 
“Free Press.” He waited solicit- 
ously until Ben Franklin and 
Horace Greeley were dead and 
then he began to handcuff, blind- 
fold, gag and administer a ball- 


and-chain to the erstwhile maver- , 


ick Press of this E-pluribus-unum 
country. He is the man behind 
the man behind the editorial we. 
“I care not who writes the edi- 
torials of my country (paper) or 
my city (paper),” says he, “so 
long as I run the advertising de- 
partment.” 

The Adveditor has an eye like 
an eagle, a memory like a Presi- 
dent’s message, and a conscience 
like a mollusc. Not even the fun- 
ny man on his paper dares to men- 
tion a certain brand of Funny- 
water until the Adveditor has 
looked it over and seen that that 
especial brand of Mumm’s- 
Clicquot advertises with him. He 
will not allow the political report- 
er to mention that the eminent 
statesman stepped to the platform 
and waved his Knox-Stetson to 


the assembled rural populace until 
he (the Adveditor) has consulted 
a little red leather notebook and 
observed how many inches of 
space the Knox-Stetson crowd 
used in his medium during the 
previous twelve months. 

Did the murdered lady with the 
blonde wig and the false form 
wear a Merry Widow hat when 
she put in her appearance at the 
morgue? Wait a minute, while 
the Adveditor looks up Colonel 
Henry W. Savage’s account and 
sees how much space the Colonel 
bought this fall in the /ntelligen- 
cer-Palladium. She did not. She 
wore a Peter Fan collar. (See 
Chas. Frohman acct., date 12-3- 
06.) Was Mrs. Van Skuyding- 
ham-Bunk ptomainé-poisoned by 
a dinner she ate in Franconelli’s? 
She certainly was; that Italian 
hashery hasn’t spent ten dollars 
with this paper since a year ago 
last January. 

From dawn till noon, from noon 
to dewy eve, this is the gentle 
business of the Adveditor. He 
toils not, neither does he sin; yet 
Solomon in all his glory was not 
afraid like one of these. 


The scare-element in an Ad- 
veditor is bigger than the gong 
on the front of a fire-truck. He 
has been known to stop the press- 
es, take a chisel in his lily-white 
hand and cut the word “white- 
wash” out of a cartoon because 
the biggest hardware store in town 
had cancelled its contract with 
him and he was afraid his read- 
ers might connote whitewash with 
that store—and—you know—— 
Maybe you think he hasn’t. Well, 
he has. It may not have been 
whitewash. It may have been 
champagne, though; and it may 
have been the New York Even- 
ing ————, of September rath. 
ult., that the Adveditor stopped 
the presses on. 

Let me see: was it Philadelphia 
or McGinnis, Mo., in which the 
Adveditor pulled his big hush- 
work a year or so ago? You 
know the time I mean; when a 
certain department store owner 
got all tangled up on Broadway 
and killed himself and not a sin- 
gle one of his home town papers 
even so much as ran a society 
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personal about it? The time the 
New York papers hurried extras 
out to McGinnis—that’s right, it 
was McGinnis, after all—and 
sold them by the thousand to a 
thirsting community? . . . Well, 
it was a bad thing for folks to 
read, anyway, and from the stand- 
point of public morals, you see, 
and the, in general, meticulous 
ethics of the—of a—er—hum !— 
free press to society, it was cer- 
tainly justifiable. 

Still, the next day, when the 
laborer’s wife got into a dive and 
was cut up into forty-one pieces 
and thrown into the river—that 
made a corking good three-deck 
story, didn’t it? And the Mc- 
Ginnis papers fell onto it like a 
wolf onto a—private citizen. 
Please don’t, Bill; my lips are 
chapped. 

The Adveditor’s life is a pretty 
hard one. “He works as hard as 
adamant”—that’s very ‘hard, they 
say. Take, now, for. example, 
a Free Press. Nobody ‘wants a 
Free Press.except the people. A 
tame, domesticated, hitched, har- 
nessed and fixed Press is much 
better. A press that will “gee” 
when a fellow says “Gee!” and 
will “haw” likewise. If a fellow 
can’t run his own paper, what in 
the Sam Hill is the use of run- 
ning it? If public opinion has 
got to be molded, why can’t a 
fellow make. it moldy in his own 
little way? Who’s going to com- 
plain? The people? Ha-ha. The 
advertisers? Eke ha-ha. Most 
assuredly ha-ha on this occasion. 

Now, there’s dramatic criticism. 
We all = about dramatic cri- 
ticism. A dramatic critic on a 
newspaper (some newspapers) is 
the last faint cackle of the Ad- 
veditor’s ha-ha, above alluded to. 
He knows it. The theatre man- 
ager knows it. The Adveditor 
knows it. It’s only we-the-people- 
of-etcetera that don’t know it. 
Right here in the stupendously 
‘liberal burg of New York. they 
say that some paper or other 
(morning paper, I. believe) has 
instituted suit because a funny 
weekly said the paper’s honor was 
worth about one hundred and 
fifty. nice dollars. . The funny 
weekly is. said: to have, said this 


because the morning newspaper 
is said to have fired its dramatic 
editor because he is said to have 
said that certain theatre propri- 
etors were vulgar. The theatre 
managers withdrew their adver- 
tising. Well, a hundred and fifty 
dollars is a great big heap of 
American money (at least, it is 
alleged to be to the alleged news- 
paper), and why in heck should 
a newspaper be free in this coun- 
try when there’s money in sight? 

That’s what they all say! 

By the way, a@ propos of the 
U. S. A. and the theatre and 
spondulicks and such, I have just 
heard of the most delightful com- 
bination imaginable; nothing less 
than a stroke of genius by a fel- 
low who is a genius anyway. He 
has combined himself into an 
editor and an Adveditor, all in 
one; two-in-one, I'll say, if the 
oil people will let me. A certain 
manager—no, not the one you're 
thinking of—had imported a play, 
and this play was fritzing itself 
slowly but emphatically onto the 


skids. Despair. Retreat. Tear 
hair. Cold feet, as my friend 
Ironquill would say. What did 


he do? He journeyed down to 
old Doctor Two-in-one. Consult 
the doctor. He can do you up in 
no time. “I want an editorial 
saying the free common people 
of this great and glorious country 
ought to go see this play,” wailed 
the manager. “You buy a full- 
page ad in this paper for one 
thousand dollars,” said Two-in- 
one, “and you'll get your edi- 
torial.” They say he did. They 
say he got it. 

That’s enough about the thea- 
tre. And I’m not going to call 
to your mind the time the woman 


shot the man in a department 


store dining-room and _ several 
papers printed it. “In the din- 
ing-room of a certain large de- 
partment store up-town,” etc. But 
I will tell you about the automo- 
bile business and a friend of 
mine who writes special articles 
for a Sunday newspaper. He 
“covered” the Vanderbilt Cup 
race; thought he’d get up a “mod-. 
ern speed mania” story. Sensa- 
tions of going a mile a minute 
and so on, you know. He did. 
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He worked hard. for three days 
. making trial trips with the driv- 
ers, He prepared and submitted 
his story. 

“I am very sorry,” said his edi- 
tor, “but there’s an Adveditor 
higher up on this paper who will 
have to read this.” Of course the 
editor didn’t say it quite that way; 
he mumbled something about the 
automobile department handling 
all such copy. It was sent there: 
Mysterious disappearance of MS. 
Lethe! Oblivion! He had. men- 
tioned a certain make of car about 
‘every four sentences, sometimes 
by number, sometimes by driv- 
er’s name. Thoughtless boy! 

Again, for another magazine he 
had written an article on how the 
American turns. out to a baseball 
game, and had it illustrated by 
several photographs showing im- 
mense crowds in the grandstand, 
on the bleachers, and along the 
fences. In the background of one 
of the photos could be read the 
name of a popular chocolate; 
while it did not mar the picture, 
it certainly did not lend to its ar- 
tistic make-up. He suggested to 
the editor that he could easily 
have the engravers touch out the 
name. 

“Not much,” smiled the editor. 
“That looks like a quarter page 
to me next month.” 

It isn’t always in the big, bad 
cities, either, that the lion-hearted, 
hydra-headed Adveditor gets in 
his presto work, is it, Bill? I 
won't say anything here and now 
and sassy and mean about that 
representative of the advertising 
agency who visited the chaste 
rural printshop of our friend Biff 
Rice and got Biff to help him put 
the soft pedal on the legislature 
in re. the anti-peanut-eating bill 
within the confines of his com- 
monwealth. Biff wouldn’t like 
it; and I think too much of Biff. 
Honest, I do. 

So, here’s to the Adveditor! 
Hip-hip. Born to blush unseen 
(at least J never saw him blush) 
and waste his sweetness on the 
desert business department of his 
paper. Friend of the friendless 
trust! Of the lorn millionaire! 
of the despised business man! 
And last, but not least, of any old 


advertiser ay-tall! The scorn- 
ful may read William Marion 
Reedy’s “The Myth of a Free 
Press” and even quote it; but 1 
cast my vote for the Adveditor 
first, last, and in all the editions, 
and quote the poet who says: 
Adveditors are lovely things; 

They take the slightest hint. 


All you have to do is let them, 
And they’ll tell you what to print. 


Yours tumultuously, 
SNAXx. 


THE NEW CONFIDENCE 
GAME 


To attempt to buy “permanent 
and healthy control of the Asso- 
ciated Press” was gravely pro- 
posed to some of the richest and 
shrewdest business men in the 
country. And we wonder that 
they didn’t try it—in view of the 
bait which they and other busi- 
ness men have eagerly swallowed 
in the same line. That confidence- 
men fritter away their time on 
farmers when. gentlemen bursting 
with cash are eagerly offering 
their unctuous sides to the gaff is 
simply another evidence of the 
low level of intelligence. among 
swindlers. A bright confidence- 
man would introduce himself in 
the highest circles of Wall Street 
as the proprietor of Frog Catchers’ 
Gazette and go home laden with 
spoils. In this matter of trying to 
control public opinion by purchase, 
high finance is the prize sucker of 
the world—the great leviathan and 
behemoth among suckers, It can- 
not even understand that the ser- 
vices of a bought journal in 
moulding public opinion are of 
just the same value that the ser- 
vices of an outcast would be in 
introducing one into respectable 
society.—Saturday Evening Post. 








Irvin F. Paschall, for some 
time circulation manager of Coun- 
try Life in America, The World’s 
Work and The Garden Magazine; 
has just been appointed circula- 
tion manager of Suburban Life, 
New York. His experience in 
circulation work is supplemented 
by ten years’ apprenticeship in the 
advertising and editorial lines of 
the newspaper business. 





l- 
on 
ee 


or 


' PRINTERS’ INK. 








Seven Printers’ Ink 
readers will pay over 
$5,000,000.00 for 
advertising space 
within the next year 


@ Will you get your share? That depends 
on the opinion these readers have of the 
relative merit of your publication. 


And their opinion is often greatly in- 
fluenced by what they read in Printers’ Ink. 


@ It would be profitable for you to advertise 
in Printers’ Ink to get the attention of these 
seven readers alone—but add to their expen- 
diture that of the thousands of other readers 
of Printers’ Ink and you'll better realize why 
the biggest and best advertising mediums in 
the country find it profitable to talk to ad- 
vertisers through these columns. 


gq Printers’ Ink reaches the right people all 
thetime. The money you pay for circulars 
would buy space in Printers’ Ink where your 
message would be seen and read. Try it! 


Printers’ Ink Publishing Co. 


12 West 31st Street -:- -:- New York City 
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AIRSHIP ADVERTISING 
STARTS IN DAILIES. 


“What will I buy John for 


Christmas?” says Mrs. American 
Millionaire. “He has a yacht and 
automobiles. Oh! for something 


new; something that will surprise 
him.” 

“Why not an airship, madam?” 
suggested the enterprising clerk. 

“An airship? How perfectly ab- 
surd,” replied Mrs. Millionaire. 
“Why I wouldn’t think of having 
Tohn r:sk his life in one of those 
things.” 

“Well, madam, the airship is as 
safe as the automobile and has 
become quite common in Paris 
among the wealthy classes, and I 
czn assure you it will not be long 
before it will be quite as popular 
here.” 

The above conv ersation has not 
yet actually been heard, but it may 
be soon. Airships are now a real- 
ity and in a few years may “be- 
come quite plentiful. The Clem- 
ent-Bayard Company, makers of 
automobiles, is ready to put on 
the market a practical airship. 
The Sidney B. Bowman Automo- 
bile Company, New York, who are 
the sole agents for this country, 
have already begun an extensive 
advertising campaign in its behalf. 

Beginning with the Sunday edi- 
tions of leading New York City 
daily papers December 13th, large 
copy appeared which will be fol- 
lowed up by advertising in the 
leading newspapers’ throughout 
the United States. Joseph A. 
Hanff, of the Allen Advertising 
Agency, who has charge of the 
campaign, says, that while all the 
details have not yet been decided 
upon, the appropriation will be 
a large one, and for the present, 
at least, only newspaper, space will 
be used. 

The initial advertisement states 
that the Clement-Bayard “Dirigi- 
ble” is the only successful airship 
in the world and the only one 
offered for sale in a commercial 
way. The company claims that 
the machine is perfectly safe, 
practical and manageable, even in 
a very stiff wind. Delivery will 
be made in three months from 
the time the order is received. 


The ship is 180 feet long, 20 
feet in diameter and is driven 
by a 120 horsepower motor. The 
frame is of steel and aluminum 
and supports a car large enough 
to accommodate eight passengers, 
with ample room for table, chairs 
and supplies. The price is quoted 

t $70,000, which is considerably 
less than the cost of many a 
steam yacht, and many people are 
willing to pay it to gratify any 
desire, so there is no good reason 
to believe that the advertising of 
the Clement-Bayard’s latest ven- 
ture will not prove successful. 

—-_ ~>—>> —— 

The Boston American recently 
appointed M. C. Priest, of the 
staff, advertising manager of that 
publication. He is one of the 
youngest men of the Hearst or- 
ganization to hold a position of 
such responsibility. Mr. Priest is 
thirty years of age and has been 
in the advertising end of news- 
paper work for twelve years, five 
of which have been spent on the 
American. 





The many friends of Henry M. 
Pindell, owner and publisher of 
the Peoria (Ill.) Evening Journal, 
are congratulating him on his 
election as president of the Illinois 
Daily Newspaper Association. 





Once a year the Cramer-Kras- 
sell Co., of Milwaukee, gathers 
together a lot of the agency’s 
friends and sets a feast before 
them. The members of the staff 
are also guests of honor. 





“Subscribe through your book- 
seller or newsdealer,” is the slogan 
of the Century Company’s Christ- 
mas advertising which is now ap- 
pearing in a number of news- 
papers, magazines and class pub- 
lications. Large copy is being used, 
as a rule, calling attention to the 
Century and St. Nicholas as ap- 
propriate and acceptable Christ- 
mas gifts. Considerable space is 
also being devoted to various 
books published by this company. 
The advertising, which is pre- 
pared by the advertising depart- 
ment of the Century Company, is 
admirably constructed and well 
displayed. 
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For itt THIRD ANNIVERSARY NUMBER 


ARIETY 


issued the largest special edition ever printed by an American theatrical paper 


Dec. 12, 1908, 140 PAGES 


Advertising Rates, $125, Page; 20 cents, line 








In three years VARIETY has jumped into the lead of all theatrical publications. 





This editorial announcement .in the Anniversary Number tells the story: 


“We believe Variety has grown through its policies, We also believe that there is no one in the newspaper 
world but is ready to agree that the policies adopted by Variety as a theatrical weekly, the same in sentiment fol- 
lowed by all reputable papers, have been successful, and that a theatrical paper can be conducted on straightaway 


lines.” 


PUBLICATION OFFICE: KNICKERBOCKER THEATRE BUILDING, NEW YORK 
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TRE HOME PATTERN CO. THE 
Manufacturers and MONTHLY 
Oistributors of CHICANE. Marquette Bldg 


ree STYLE Book POSTON 61 Devonshire St 


ADVERTISING DEPARTMENT 
METROPOLITAN TOWER 
NEW YORK 


THE NEW 


QUARTERLY Metropolitan Tower 





$2,500 vs. $105 


Mr. American Manufacturer, 
Busytown, U. S. A. 


Dear Sir:- 


Many a manufacturer, even though he does not at all 
believe in sending out booklets and circulars, would jump eager- 
ly at the chance to spend $2,500 on a simple leaflet, if he had 
some guarantee that it would reach 100,000 women who, within 
thirty days would be shopping at the store of Marshall Field & 
Company. 








But that's an idle supposition. No such list could 
he get for love or money. 


Do you realize, however, that this tremendous piece 
of sipsacegtag ng which seems absolutely out of the quest ion for 
2,500 can be done, and done very much more effectively, for 


$105 


For $105* the Home Pattern Company will deliver -- 
NOT a flimsy circular in a cheap envelope to be cast aside at 
breakfast -- but a big striking representation of your goods -~ 
NOT to a miscellaneous, overworked, last pry list -- BUT to 
100, 000 Marshall Field & Co.'s customers at vory moment they 


é 
are shovping. 


Very truly yours, 


a: 


“Since the 100,000 Monthly Style Books distributed by The Mar- 
shall Field Company is 1/20th of our total circulation of 
2,000,000, the cost of a page to reach that “phere 100,000 
is 1/20th of the cost for the whole 2,000,000 or $105, 











$2500 vs. $105 


Next Letter 
Plan “A” and Plan es 
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For $2500 


I COULD mail a nice little leaflet 





- to 100,000 Chicago women, who during 


the next thirty days will be buying at the 
Marshall Field Company's store, IF some- 
body had the power in any- way to collect 


for me the names and addresses of this 


great Marshall Field & Company clientele. 


For $105 


I CAN deliver a big, broad, striking 
poster in colors to 100,000 Chicago women, 
who during the next thirty days will be 
buying at the Marshall Field Company's 
store—and there is no “if” attached to 
THIS proposition. The Home Pattern 
Company will do the manufacturing, and 
the Marshall Field store itself will attend 
to the distribution. 


Since the 100,000 Monthly Style Book 


‘Printing ..---.--------------- $ 105.00 distributed by Marshall Field & Com- 
Addressing -------..-.---..-. 150.00 any is 1/20th of our total circulation 
Folding, Mailing, etc. -..-.--- 60.00 of 2,000,000, the cost of a page in that 
Postage ...----~------~-------- 2900.00 —_particuiar 100,000 is 1/20th of the cost 


ofa page in the whole 2,000,000, or $105. 
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PrinTers’ INK. 


4A JOURNAL FOR ADVERTISERS. 
Founded 1888 by Geo. P. Rowell. 
PRINTERS’ INK PUBLISHING COMPANY 
Publishers, 
President and Treasurer, J. D. HAMPTON. 

Secretary, J. 1. ROMER. 

OFFICE: 12 WEST 31ST STREET, 

New York City. 

Telephone 5203 Madison. 


The address of the company is the address of 
the officers, 


New England Office: 2 Beacon Street, Boston. 
JuLius MATHEws, Manager. 


London Agt.,F.W.Sears, 50-52 LudgateHill,E.C. 


(2 Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months, On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. 


Joun IrvinG Romer, Editor. 
FRANK L. BLANCHARD, Managing Editor. 








New York, Dec. 23, 1908. 








Christmas with its feasts, its 
gifts and its hearty greetings is a 
time when a man ought to forget 
his troubles, if he has any, and 
let the cockles of his heart warm 
at the fireside of good cheer. 

If, in spite of the business de- 
pression, he has had a profitable 
vear, he has a double reason for 
being happy. Printers’ INK is 
feeling particularly cheerful this 
Christmas because it has more 
paid subscribers and carries more 
advertising than at any time in its 
history. And so it wants to thank 
its many friends for the support 
they have given it during the year 
and to wish them all a Merry 
Christmas and a Happy New 
Year. 





Protection The Milwaukee 


Advertisers’ 
Against Gib, as will be 


Fraud seen from a re- 
port of its proceedings published 
elsewhere in this issue of Print- 
ERS’ INK, has taken up a subject 
of tremendous importance to all 
advertisers. 

Its members believe that pub- 
lishers who misrepresent their 
circulations for the purpose of se- 


curing a higher rate for their 
space than they could otherwise 
demand should be punished by 
law, just as other swindlers are 
punished. 

To that end, a bill has been pre- 
pared by W. H. Park, advertising 
manager of the Milwaukee News, 
which will probably be, introduced 
at tlie next session of the state 
legislature. 

If we read the signs of the 
times aright the advertising clubs 
in all the states will sooner or 
later demand the passage of a law 
of this character. 

We know of no valid reason 
why any publisher who secures 
business by fraud—and misrepre- 
sentation of circulation is clearly 
fraud—should be allowed to go 
free when gold brick men are ar- 
rested and sent to jail. 

When an advertiser buys space 
in any periodical he is entitled to 
certain exact information from 
the publisher. He has a right to 
know what he is getting for his 
money. Ordinarily he will not pay 
as much for space in a paper that 
goes to 3,000 subscribers as he 
will in a paper that has 10,000 
subscribers. If a publisher secures 
his advertising on the claim that 
his periodical has 10,000 circula- 
tion when it actually has only 
3,000 he is perpetrating a fraud 
and robbing his patrons. 

During its long career Print- 
ERs’ INK has always advocated 
honest circulation statements. It 
has insisted in season and out of 
season that the value of a medium 
for advertising depends upon the 
number of people it reaches in the 
right way and at the right time. 
The number of copies printed and 
circulated furnishes the advertiser 
a basis upon which to estimate its 
worth to him. If, in addition, he 
is supplied with information as to 
the quality of the circulation he 
has still another fundamental fact 
to guide him. Without ‘informa- 
tion on both these points he is 
utterly. unable: to. determine 
whether a publication is’ worthy 
of his patronage. 

Hence, the publisher who de- 
liberately lies to the advertiser in 
order to get his money is not a 
whit better, morally, than the man 

















who sells a piece of glass for a 
genuine diamond. 

A publisher has a perfect right 
to refuse to quote circulation fig- 
ures if he cares to do so, and with 
many publications advertisers 
place such high value on quality 
that. quantity is ignored. But 
when a _ publisher gets money 
from an advertiser through mis- 
representation of his circulation 
he belongs to the same class as 
the green goods dealer and ought 
to be treated as such. 








Once a year the 


publishers of 
of Christmas popular weekly 


Numbers  nagazines have 
the privilege of doubling and 
sometimes quadrupling the price 
of their periodicals without sub- 
jecting themselves to serious crit- 
icism. We refer, of course, to 
what is known as the Christmas 
numbers. 

When Mr. J. A. Mitchell, of 
Life, was asked to account for 
this singular fact he replied that 
it was a tradition of the business 
that had been handed down to us 
by our English ancestors. It has 
for many generations been the 
custom of the publishers of Lon- 
don and Paris to get out large 
and expensive issues of their pa- 
pers at Christmas and of charging 
an extra price for them. Some 
of these numbers include beauti- 
ful pictures, printed in colors on 
heavy paper, suitable for framing. 
In the United States the art re- 
productions are usually confined 
to the pages of the publication. 

Of course the chief object of 
these special numbers is to attract 
advertisers, for without their lib- 
eral patronage they would be 
commercial failures. The average 
reader loses sight of this fact 
when he pays the double price for 
his favorite magazine. He thinks 
only of the unusual display of 
illustrations, the admirable Christ- 
mas stories, the timely poetry 
and the carols—new and old, that 
they contain. Moreover, he takes 
such pleasure in them that he pur- 
chases numerous copies to mail to 
distant friends, to whom he does 
not send Christmas gifts, just to 
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show that he thinks of them at 
Christmastide. 

Altogether the Christmas issues 
serve two purposes: they give the 
announcements of advertisers a 
handsorhe setting at the very time 
of the year when purse strings 
are unloosened, and delight thou- 
sands of readers with their ad- 
mirable Yuletide features. 





One of these 
Merchants days, and the 
Waking Up time is not far 

distant, every 

city and town in the United States 
will have one or more stores in 
which only nationally advertised 
goods are sold. Think of the pull 
on trade such stores, and especial- 
ly those that are established first, 
will have over the others! Gen- 
eral advertisers are spending hun- 
dreds of thousands of dollars each 
year to make the public familiar 
with their products, and the re- 
tailers who handle them are get- 
ting the benefit of the publicity. 
The advantage of having news- 
papers, magazines, billboards and 
other mediums working to sell 
their goods without a cent of ex- 
pense to them is so great that the 
wonder is that all merchants have 
not discovered it long ago. 

F. H. Harman, a merchant of 
Lima, O., who advertises that he 
sells nationally advertised articles, 
finds that the policy not only pays 
well but that it gives his store a 
prestige that it would not other- 
wise have. 








It’s a good thing 
Sixty Years’ to stop once in 
Work a while in the 
mad rush of 
modern life and give a few mo- 
ments to reflection; to look back 
over the road you have traveled 
and call to mind the good people 
you have met, the obstacles you 
have encountered and overcome, 
the failures you have had and the 
Successes you have scored. Pub- 
lications have histories, like peo- 
ple; sometimes they take on a 
living personality that impresses 
the reader deeply, especially if 
they have been constant visitors to 
one’s home for a long period. 
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The Independent was _ sixty 
years old a week or two ago and 
in an anniversary number of a 
hundred pages its present owners 
told the story of its distinguished 
career. Not the least interesting 
feature of the issue was the pre- 
sentation of the pictures of the 
men who contributed to its up- 
building. As we turn over its 
pages and note the large number 
of famous men and women who 
have written for this sterling and 
representative literary weekly we 
are deeply impressed, for the list 
includes nearly all of the famous 
American writers of the last half 
century. 

Henry C. Bowen, whose death 
was a distinct loss to journalism, 
needs no better monument than 
the paper he founded in 1848 and 
conducted for fifty-two years. 





Live Wires The undertakers 


of Philadelphia 
Among the have the reputa- 


Undertakers tion of being 
topnotchers in getting business 
through advertising. While the 
death rate of the city may not be 
any higher than that of other 
municipalities, the undertakers of 
Philadelphia are a much more 
lively and ‘prosperous body of 
men than can be found elsewhere, 
and employ business methods that 
have long been regarded as be- 
longing to other pursuits. They 
are not satisfied with the cut and 
dried announcements seen in the 
dailies of other cities. They be- 
lieve in livening them up, and 
making them attractive. Some of 
them offer “bargains” like the de- 
partment stores; others name the 
prices at which funerals of vari- 
ous kinds will be furnished. Some 
of these advertisements are so 
fetching that the reader is half in- 
clined to order a funeral outfit in 
advance. 

One of the largest undertakers 
in the city, who has _ recently 
erected a handsome new building, 
last week had an “opening” which 
he advertised in a double-column 
five-inch space in the principal 
newspapers of the city. The na- 
ture of his business was not re- 
ferred to even remotely in the ad 








which was devoted to inviting the 
public to inspect his new building, 
which is “unusually interesting in 
Design, Furnishings and Purpose” 
on a fixed day, and to the presen- 
tation of the musical program that 
was to be rendered by the Meis- 
tersingers, and the Leman String 
Quartette. 

It would seem that there can 
be such a thing as good taste 
even in the advertising of a fu- 
neral director, and that the eter- 
nal fitness of things is not within 
the grasp of every business man 
no matter how astute he ordi- 
narily may be. 





When the office boy drops a 
trade paper containing 384 pages 
and cover, on your desk, you have 
got to notice it. Its bulk alone 
makes it loom up in your vision. 
The Boot and Shoe Recorder, of 
Boston, has acquired the habit of 
eating so much turkey on Thanks- 
giving that when it makes its ap- 
pearance in December it has 
grown so great that it looks as 
though it might burst its clothes 
if it didn’t watch out. After look- 
ing over this big volume with its 
crowded ad pages, its half tones, 
its special articles on the business 
outlook, its trade reports, etc., one 
is compelled to conclude that 
either the shoe industry is mighty 
prosperous or the publishers of 
The Boot and Shoe Recorder are 
unusually enterprising. 








The way President Roosevelt is 
crowding people into the Ananias 
Club is something fierce. He 
doesn’t stop to ask whether they 
want to join or not. He simply 
opens the door and shoves them 
in without so much as saying “by 
your leave.” Delavan Smith, Wil- 
liam Laffan and others who were 
recently forced into the club by 
the aggressive “big stick” lifted 
up their voices in protest after the 
deed was done but it doesn’t seem 
to"have helped very much. Mean- 
while the new George Washington 
is spending his time in jawing 
Congress, threatening newspapers 
with libel suits, and writing mes- 
sages that few people read. 
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Dealing 
Squarely With 


Dealers 





OLLIER’S protects 
its own salesmen and 
canvassers from cut-rate 
offers, from “combination” 
schemes, and from unfair 


competition. 


In _ the same spirit 
Collier’s stands squarely 
for the protection of local 
dealers in merchandise ad- 


vertised in its columns. 


Collier’s unhesitatingly 
refuses to publish the ad, 
vertising of those mail. 
order houses which seem 
to exert a demoralizing 
influence on manufacturers 


and local dealers. 


Collier’s believes in 
honest, energetic compe- 
tition in its own business 
and in the business of its 


advertisers. 


E. C. PATTERSON 


Manager Advertising Department 


“"=se7 YORK BOSTON CHICAGC 
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ASLEEP AT THE SWITCH. 





WHY AMERICAN ADVERTISERS FALL 
TO SECURE SATISFACTORY RESULTS 
IN CANADA—USE STREET CARS IN- 
STEAD OF THE NEWSPAPERS — 
LEFT-OVER APPROPRIATIONS IN- 
VESTED IN A MEDIUM THEY 
WOULD ONLY EMPLOY AS SUPPLE- 
MENTARY TO THE MAGAZINE AND 
THE PRESS. 

By Austin A. Briggs, 
Advertising Manager McClary 
Mfg. Co., London, Ont. 

Stepping into a car in Toronto, 
the other day, I was able to dis- 
cern at one and the same glance 
two American ads—Heinz’s and 
Mennen’s. After alighting from 
the car, for curiosity sake, I picked 
up the Toronto Globe, but didn’t 
see these ads at one glance—they 
were not to be seen at all. In 
Montreal and Winnipeg my expe- 
rience was repeated, the Star of 
the former city and the Free 
Press of the latter playing the 
same role as the Globe. 

Toronto is the capital city of 
the largest province in Canada, in 
point of population, Montreal the 
biggest commercial city, and Win- 
nipeg the Chicago of the Cana- 
dian West. A publicity campaign 
of any dimensions is invariably 
pivoted at these points, and then 
by what might be styled inter- 
publicity its provincial character 
is magnified into continental pro- 
portions. The three newspapers 
mentioned are each metropolitan 
in character and national in influ- 
ence. No campaign of universal 
commodities is considered com- 
plete without them. But fearing 
that probably American advertis- 
ers believe the metropolitan dai- 
lies overlap the rural weeklies, I 
had_ representative newspapers 
checked up, and the search was as 
fruitless as in the big cities. 

Now, what I couldn’t conclude 
to my satisfaction after pondering 
over these observations was this: 
The two American advertisers un- 
der discussion evidently thought 
enough of the Canadian field to 
make a bid for custom, yet they 
didn’t evidently think enough of 
Canadian advertising statistics to 
make their bid as a knowing Can- 


adian advertiser would-do it and 
does it. Then the worst of it is 
Canadian advertising statistics are 
the same for all. They won’t wink 
an eye simply because the dollars 
at stake happen to be American 
dollars, and the experience being 
purchased at a bitter price hap- 
pens to be American experience. 

Had the Heinz and Mennen ads 
been seen in Canadian news- 
papers and not in Canadian street 
cars, I should have concluded at 
once that these advertisers had a 
cumulative-returns- compaign in 
mind without the trimmings— 
were taking the national media 
and passing over the auxiliaries. 
Or, to put it plainer: were pre- 
senting the merits of their respec- 
tive lines to the Canadian public 
in practically every center of 500 
population and over without re- 
enforcing their statements in the 
larger centers by employing such 
additional vehicles of appeal as 
the street car, painted bulletin, 
billboard, etc. 

Finding the national media 
passed by and one of the auxil- 
iaries adopted, I concluded that 
these advertisers, in common with 
many of their brethren, were 


talked into a street car campaign 


in which the bulk of “show me” 
related to the States and a part of 
the appropriation was to “cover” 
Canada. Statistics ruled in the 
former and green hills in the lat- 
ter, or that difference which con- 
stitutes grasping One issue and 
guessing another. 

We can trace to this “two-in- 
one” or “U. S. & C.” logic of the 
American car advertising solicitor 
the reason for the plentitude of 
American ads in Canadian street 
cars. In inverse ratio we can 
trace the want of American ap- 
preciation of Canadian newspapers 
probably to the fact that a New 
York or Chicago agent, when clos- 
ing a contract for his circle of 
American papers, seldom says: 
“We'll place you across the line 
for so much additional.” 

Is there not room here for the 
suggestion to leading Canadian 
newspaper publishers that they 
appeal collectively ‘to American 
advertisers — have a_ representa- 
tive in the States who would ac- 
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quaint himself with-new or pros- 
pective campaigns and approach 
these advertisers on the advisabil- 
ity of their invading Canada by 
the sure route? 

Do the American advertisers 
who use Canadian street cars as 
their only Canadian advertising 
rely on cars only to reach the 
American public? Not much! Do 
they address their remarks from 
the rear of the house only — the 
street cars and bulletin boards or 
“contributing” factors—when the 
majority of the people are at the 
front of the house, and the front 
door and front windows—the mag- 
azines and newspapers or ‘“‘con- 
trolling” factors—are at their ser- 
vice? Not much! 

Then why rely on such an ill- 
advised, top-heavy policy to reach 
the Canadian public? True, we 
cannot boast the magazines, but 
we can boast the newspapers; and 
let no American advertiser shut 
his eyes to this fact: Newspapers 
are as yet the only potent con- 
sumer publicity power available in 
Canada. The future may tell a 
different story, but we are not 
dealing with the future. 

“We only claim to reach 40 per 
cent. of the American people”; 
thus spoke a street-car advertising 
promoter some months back at 
one of the ad-club meetings. If 
only 40 per cent. of the American 
public are reached by street car 
advertising, it is easy reckoning 
that nothing like this percentage 
are reached in Canada. The proof 
—well, figure it out for yourself 
after considering that having a 
population tremendously out of 
proportion to area, yet typical of 
each particular territory, the bulk 
of Canada’s 6,500,000 people is 
necessarily in small groups in 
many places rather than large 
groups in a few places; that the 
population of these small places 
consolidated produces the same 
purchasing power they would pro- 
duce if representative of a dozen 
or more centers (though obvious- 
ly the “small groups” case and the 
“large groups” case call for sell- 
ing methods decidedly different), 
that no man has yét grown rich 
in Canada gathering in a dollar 
for every street car he could find 
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in places under 5,000 population. 
Does the moral need amplifying? 

I take it Heinz’s and Mennen’s 
advertising is intended to appeal 
to the masses. Their commodities 
seek a general patronage. The 
custom of the family residing in 
rural districts, outskirts of cities 
or towns, in’ Canada, is just as 
desirable as the custom of city 
folk. These advertisers could 
have no reason for using the street 
cars as, say, the City Dairy Co., 
of Toronto, who depend almost 
entirely on this one center for 
trade. 

These American advertisers, 
then, if they mean business, must 
either avail themselves of the 
only media in Canada capable of 
bringing product merits before 
the Canadian people from coast 
to coast—the 1,000 newspapers— 
or be accused of riding a wooden 
horse. 

Having no space of any kind to 
sell, in making the above state- 
ments and comparisons I have no 
motive to serve other than the 
elucidation of the Canadian field 
for American advertisers. Being 
associated with the largest adver- 
tising campaign conducted by a 
single manufacturer in Canada, 
which likewise represents the larg- 
est expenditure of money in Can- 
ada for newspaper space, there 
can be no “discard your milk 
teeth” or “practice what you 
preach.” 

But let these American adver- 
tisers not take my word as an au- 
thority, nor let them take the 
word of any man or groups of 
men connected with the promotion 
end of the advertising business. 
Let them just as they usually do 
in like cases in their own coun- 
try: procure the plain, everyday 
statistics regarding the successful 
legitimate advertising campaigns 
conducted in the center of centers 
they purpose invading. 
to 

S. O. Ralston, formerly of the 
Woman’s Home Companion, has 
been appointed western manager 
of Recreation and Burr McIntosh 
Monthly with offices at 1206 Hart- 
ford Building, Chicago. Mr. Ral- 
ston has been identified with the 
Western field for several years, 
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A Roll of Honor 


No amount of money can buy a place in this 
list for a paper not having the requisite qualification. 











Advertisements under this caption are accepted from publishers who, 
according to the 1908 issue of Rowell’s American Newspaper Directory, 
have submitted for that edition of the Directory a detailed circulation 
statement, duly signed and dated, also from publishers who for some 
reason failed to obtain a figure rating in the 1908 Directory, but have 
since supplied a detailed circulation statement as described above, cover- 








ing a period of twelve months prior to the date of making the statement, 

such statement being available for use in the 1909 issue of the American 

Newspaper Directory. Circulation figures in the Rott or Honor of the 

last named character are marked with an (*). 

These are generally regarded as the publishers who believe that an 
advertiser has a right to know what he pays his hard cash for. 

The full meaning of the Star Guarantee is set forth in Rowell’s 

American Newspaper Directory in the catalogue description of 

each publication possessing it. 

that the absolute accuracy of his circulation statement would stand 

out bright and clear after the most searching investigation would ever for 

a moment consider the thought of securing and using the Guarantee Star. 


No publisher who has any doubt 




















ALABAMA 


Birmingham, Ledger, dy. Average for 1907, 
21,861. Best advertising medium in Alabama. 


Montgomery, Yournal, dy. Aver. 1907, 9,464, 
The afternoon home newspaper of its city. 


ARIZONA 
Phoenix, Republican. J)aily aver. 1907, 6.519. 
Leonard & Lewis, N. Y. Reps, Tribune Bidg. 


ARKANSAS 


Fort Smith, 7imes. Daily aver. 1907, 4,188. 
Largest circulation in city of 35,000. 


CALIFORNIA 
Oakland, Enguirer. (Consolidatin 
Enquirer and Herald.) Average Aug., 
1908, 49,608 Largest circulation in 
Oakland guaranteed. 


Sacramento, Union, daily. The quality me- 
dium of interior California. 


COLORADO 


Denver, Post, has a paid cir. greater than that 
of any two other daily newspapers pub. in Den- 
ver or Col, Cir. is daily, 63,069; Sunday, 81,222. 
G4 This absolute correctness of the latest cir- 

culation rating accorded the Den- 

ver Post is guaranteed by the 

publishers of Rowell's American 

GUAR Newspaper Directory, who will 

TEED pay one hundred dollars to the 

first person who successfully 
controverts its accuracy, 


CONNECTICUT 
Bridgeport, Evening Most, Sworn daily average 
Oct. 1908, 12,601. Bridgeport's “‘Want’’ Medium. 


Bridgeport, Morning Telegram, daily 
Average for Nov., 1908, sworn, 12,81). 
You can cover Bridgeport by using 
Telegramonly. Rate 1c. per line flat, 





Meriden, Yournal, evening. Actual average 
or 1906, 7,580. Average for 1907, 7,743. 





Meriden, Morning Record and Republican. 
Daily average 1906, 7,672; 1907, 7,769. 


New Haven, Evening Register, daily. Annual 
sworn average for 1907, 16,720; Sunday, 12,104. 


New Haven, Leader. 1907, 8,727. Only ev'g 
Repuplican paper. J. McKinney, Sp. Agt. N.Y. 


New Haven, Palladium, dy. Aver.'o6, 9,649, 
1907, 9,570 


New Haven, (nion. Av. 1907, 16,648; first six 
mos. 1908, 16,569 E. Katz, Special Agt., N. Y. 


New Lendon, Day, ev'g. Aver. 1906, 6,104; 
average tor 1907, 6,647; 6 mos., 1908, 6,712. 


Norwalk, Evening Hour, April circulation 
exceeds 3,500. Sworn statement furnished. 


DISTRICT OF COLUMBIA 
Washington, Evening Star, daily and Sunday. 
Daily average for 1907, 35,486 (©). 


FLORIDA 


Jacksonville, Metropolis. Vy. av. Nov., 1908, 
11,985. E. Katz, Special Agent, N. Y. 


Jacksonville, 7imes-Union, morning. Average 
for November, 1908, 16,198; Sunday, 18,000. 


Tampa, 7ribune, morning. Average 1907, 
12,516. Largest circulation in Florida. 


ILLINOIS 
Aurora, Daily Beacon. Goes into homes. 
June, '08, 7,954, July, 8,895; August, 9,469. 


Chicago, The Ameruxcan Journal of Clinical 
Medicine, mo. ($2 00), the open dour to the Ameri- 
can Doctor, and through him to the American 
Public. Av. circulation for past 3 years, 37,794 




















Chicago, Breeder's Gazette, weekly. $2. Aver- 
age for 1907, 74,765. 4 months 1908, 74,339. 

Chicago, Dental Review, monthly. Actual 
average for 1906, 4,001; for 1907, 4,018. 


Chicago Examiner, average 
1907, Sunday 628,612, Daily 
165,342, net paid. The Daily 
Examiner guarantees advertis- 
ers a larger city cir. than all 
the other Chicago morning 
newspapers COMBINED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 
other Chicago Sunday news- 
paper PRINT. 

The Examiner's advertising 
rate per thousand circulation 
is less than any morning news- 
paper West of New York. 
G2 The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell’s 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 
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Chicago, Journal Amer. Med. Ass’n., weekly. 
Av. for’o7, 62,217; Jan., Feb., March, '08, 63,087. 
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Chicago, National Harness Review, monthly. 
5,000 copies each issue of 1907. 


Chicago, Record-Herald. Average 1907, daily 

151,564; Sunday 216,464. It is not disputed 
that the Chicago Record-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 
G@™ The absolute correctness of the latest cir- 
culation rating accorded the 
Record-Herald is guaranteed by 
the publishers of Roweil's Ameri- 
ican Newspaper Directory, who 
will pay one hundred dollars to 
the first person who will success 
fully controvert its accuracy 
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Chicago, The 7ridune has the largest two-cent 
circulation in the world, and the largest circu- 
lation of any morning newspaper in Chicago. 
‘the Tribune is the only Chicago newspaper 
receiving (O©). 

Galesburg, Repudblican-Register, Eve. Nov. av. 
6,815. Only Galesburg paper exam. by A.A.A, 


Joliet, Jerald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,371. 


Libertyville, Business Philosopher, mo.; mer- 
cantile. Av. 1907, 16,322. A. F. Sheldon, Ed. 


Peoria, Lvening Star. Circulation for 19¢7, 
21,659. 


INDIANA 
Evansville, Yournal-News. Av. 1907, 18,183. 
Sundays over 18,000. E. Katz,S.A., N. Y. 


Lafayette, Courier and Call. 1907 av., 5,423. 
Only evening paper. Popular want ad medium, 

Notre Dame, 7he Ave Maria, Catholic weekly. 
Actual net average for 1907, 26,112. 
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Princeton, Clarion-News, daily and weekly 
Daily average 1907, 1,577; weekly, 2,641. 


South Bend, Tribune. Sworn ‘average nine 
months ending Sept. 30, 1908, 9,913. 


IOWA 


Burlington, Hawk-Eye, daily. Average 1907, 
8,937. ‘All paid in advance.”’ 


Davenport, Zimes. Daily aver. Nov., 17,083. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines, Capital, daily. Lafayette Young. 
Publisher. Circulation for 1907, 41,682. Rate 
70 cents perinch, flat. If you are after business 
in Iowa, the Cafital will get it for you. First 
in everything. 

Dubuque, Zimes-Yournal, morning and eve- 
Daily average, 1907, 11,349; Sunday, 13,555. 


Washington, Eve. Yournal Only daily in 
county. 1,900 subscribers. All good people. 


KANSAS 
Hutchinson, News. Daily 1907, 4,670; first 5 
mos. 1908, 4,757. E. Katz, Special Agent, N. Y. 
Lawrence, World, daily. Actual average for 
1907, 4,217. 


Pittsburg, Headlight, daily and weekly. Aver- 
age 19¢7, daily 6,228; weekly 5,647. 





KENTUCKY 
Harrodsburg, Democrat. Officially adjudged 
Ky.’s model newspaper. Largest and best cir. 


Lexington, Herald, mg., dy., av July, 8,020, 
Sunday, 9,390. Com. rates with Eve. Gazette, 


Lexington, Leader, Av. '06, evening 5,157, Sun, 
6,793; tor '07, eve’g, 5,390, Sun. 7,102. E. Katz. 


MAINE 
Augusta Comfort, monthly. W.H. Gannett, 
publisher. Actual average for 1907, 1,294,438. 


Augusta, Kennebec Fournal, dy. Av. 1st 6 mos, 
1908, 8,209. Largest and best cir. in Cent. Me. 





Bangor, Commercial. Average for 1907, daily 
10,018; weekly, 28,422. 


Phillips, Maine Woods and W oodsman,weekly, 
J. W. Brackett Co. Average for 1907, 8,012. 


Portland, Evening Express. Average for 1907, 
daily 18,614. Sunday 7elegram, 8,855. 


Waterville, Sentinel. 1907 average, 8,418 
daily. ‘The fastest growing paper in Maine. 


MARYLAND 


Baltimore, American. Daily average for 1907, 
75,652; Sunday, 91,209. No return privilege. 


Baltimore, News, daily. Evening News Pub- 
lishing Company. Average 1907, 77,748. For 
November, 1908, 80,182. 

The absolute correctness of the 
latest circulation rating accorded 
the News is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 

first person who successfully controverts its 
accuracy. 
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MASSACHUSEXTS 


Boston, Evening Transcript (OO). Boston's 
teatable paper. Largest amount of week day ad. 
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Boston, Globe. Average 1907,daily. 181,344; 
Sunday, 308,308. Largest circulation daily of 
any two-cent paper in the United States. Lar- 
gest circulation of any Sunday newspaper in 
New England. Advertisements go in morning 
and afternoon edition for one price. 
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Boston, 7raveler, daily. Est. 1825. In Oct. 
1908 over the same period last year The 
Traveler gained 688,026 copies in Metropoli- 
tan circulation. Total circulation over 85,000. 
Aggressive Evening Paver of Boston. Zhe 
Traveler is growing faster and more secures 
ly than any other lioston Paper 


Boston, Post, Nov.,1908, daily average, 267,775, 
Sunday average, 237,439. The Boston VFost's 
best July with both editions. Post carries more 


general advertising than any other Boston 
newspaper. ‘There's a reason.” 


wo 


Human Life, The Magazine About People. 
Guarantees and proves over 200,000copiesm'thly 





Clinton, Daily Item, net average circulation 
for 19¢7, 3,012. 


Pall River, Evening News. The Home Paper. 
Actual daily average 1907, 7,049. 


Pall River, Globe. The clean home paper. Rest 
paper. Largestcir. Actual daily av. 1907, 7,550. 


Gloucester, Daily 7imes. Every afternoon and 
evening. Sworn daily av. circulation 1908, 7,342 


Lawrence, Telegram, evening, 1907 av. 8,939. 
Best paper and largest circulation in its field. 


Lynn, Evening Item. Daily sworn av. year 
1906, 15,068; 1907, average, 16,622. The Lynn 
family paper. Circulation unapproached in 
quantity and quality by any Lynn paper. 

Salem, Evening News. Actual daily average 
for 1907, 18,261. 

Worcester, Gazette, eve. Av. 1907, 14,682 dy. 


J argest eve. circ’n. Worcesier’s** Home”’ paper. 
4 par 


Worcester, L'Opinion Publique, daily (OO). 
Paid average for 1907, 4,586. 


Worcester Magazine, reaches the manufac- 
turers and business men of the country and’ all 
Board of ‘Trades. Average 1907, 3,000. 


MICHIGAN 


Jackson Patriot, Average Nov., 1908, daily 
8,735, Sunday 9,502. Greatest net circulation. 


Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1907, 14,749. Exam. by A.A.A. 





Saginaw, Evening News, daily. Average for 
“907. 20.637: November, 1908, 20,289. 





MINNESOTA 


Duluth, Evening Herald. Daily average 1 
23,093. Largest by thousands. alii 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905, 87,187; average 
for 1906, 100,266; for 1997, 108,583. 

he absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed by the American 
Newspaper Directory. Circulation 
Ae is practically confined to the far- 
AN mers of Minnesota, the Dakotas, 
W445) = Western Wisconsin and Northern 
lowa. Use it to reach sections 

most profitably. 


Minneapolis, Farmers’ Tribune, twice-a-week, 
W. J. Murphy, publisher. Aver. for 1907, 32,074, 


Minneapolis, Journal, Daily 
and Sunday (O@). In 1907 av-] ©@ 
erage daily circulation, evening 


only, 76,861. In 1907 average 
Sunday circulation,72,578, Daily 
average cireulation for Nov., 
1908, evening only, 76,023. Av- 
erage Sunday circulation for 
Nov., 1908, 72,876. (Jan. 1, 1908, 
subscription rates were raised 
from $4.80 to $6 per year and 
terms changed from unlimited 
credit to strictly cash in ade 
vance.) ‘The absolute accuracy 
of the Yournal’s circulation 
ratings is guaranteed by the 
American Newspaper Directory. 
It is guaranteed to go into more 
homes than any other paper in 
its field and to reach the great 


army of purchasers throughout 
oxo} the Northwest. The Yournal 
brings results. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, publisher, 1907, 64,262. 


CIRCULATI'N Minneapolis, Tribune, W. J. 

Murphy, publisher. Established 

1867. Oldest Minneapolis daily. 

© 4 & The Sunday 7ribune average per 

TEED issue for the year ending Decem- 

ber, 1907, was 76,608. The daily 

by Am. News- 77idune average per issue for 

paper Direc- the year ending December, 1907, 
tory. was 101,165. 


_ 8t. Paul, Pioneer Press. Net average circula- 
tion for 1907. Daily, 36,716; Sunday, 35,465. 
The absolute accuracy of the 
Pioneer Press circuiation state- 
ments is guaranteed by the 
American Newspaper Directory. 
Ninety per cent. of the money due 
for subscriptions is collected, 
showing that subscribers take the 
paper because they want it. Ail matters per- 
taining to circulation are open to investigation. 


MISSOURI 
Joplin, Glode, daily. ae 1907, 17,030. 


E. Katz, Special Agent, N. Y. 
8t. Joseph, New-Press, Circulation, 1907, 
37,388. Smith & Budd, Eastern Reps. 


8t. Louis, National Druggist, Mo. Henry R. 
Strong, Editor and Publisher. Aver. for 1907, 
10,570 (@@). Eastern office, 59 Maiden Lane. 

8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1907, 104,666. 


NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer, weekly. 
143,245 for year ending Oct. 30, 1907. 


Lincoln, Freie Press, weekly. Average vear 
ending Sept. 25, 1907, 142,989. sds 
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NEW HAMPSHIRE 


Nashua, 7elegraph. The only daily in city 
Average for 1 07, 4,271. 


NEW JERSEY 
Camden, Daily Courier. Actual average for 
year ending December 31, 1907, 9,001. 


Jersey City, Evening Journal. Average for 
1907, 24,380. First six months 1908, 24,375. 


Newark, Eve. News. Net daily av. for 1906, 
63,022 copies; for 1907, 67,195; Jan. 69,289. 


Trenton, Evening Times. Av. 1906, 18,237. 
Av. 1907, 20,270; last quarter yr. '07, av. 20,409. 


NEW YORE 
Albany, Evening Journal. Daily average for 
1907, 16,395. It's the leading paper. 


Brooklyn, N. ¥. Printers’ Ink says 

The Standard Union now has the 

largest circulation in Brooklyn. Daily 
average for year 1907, 52,697. 

Buffalo, Courier, morn. Av. 1907, Sunday, 91,- 

447, daily, 51,604; Enquirer, evening, 34,570. 


Buffalo, Evening News. Daily average 1905, 
94,690; for 1906, 94,473; 1907, 94, 


Mount Vernon, Argus, eve. Daily av. cir. year 
ending Nov. 30, 1908, 4,623. Only daily here, 


Newburgh, Daily News, evening. Av- 
erage circulation first quarter 1908, 
6,088. Circulates throughout Hudson 
Valley. Examin’d and certified byA.A.A. 


NEW YORK CITY 


Army and Navy Fournal. Est. 1863. 
average, 6 mos. to June 27, ‘08, 10,169. 


Weekly 


Baker's Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1907, 5,784. 


Benziger's Magazine, Circulation for 1907, 
64,416 ; Soc. per agate line. 


Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1907, 26,641 (O©). 


El Comercio, mo. “Spanish export. J. Shepard 
Clark Co. Average for 1907, 8,8833—sworn, 


Leslies Weekly, 225 F.fth Ave., W. L. Miller, 
Adv. Mgr. 120,000 guaranteed. 


The People's Home Journal, 664,416, mo, 
Good Literature, 468,666 mo., average circula- 
tions for 1907—all to paid-in-advance subscribers. 
F, M. Lupton, pub., Inc. Briggs & Moore, 
Westn. Reprs., 1438 Marquette Bidg., Chicago. 


The Tea and Coffee Traac Journal, Average 
circulation for year ending October, 1908, 10,291 
October, 1908, issue, 10,500. 


The World. Actual aver. for 1907, Mor., 346,- 
4%. Evening, 405,172. Sunday, 483,336. 


Poughkeepsie, Star, evening. Daily average 
for first six months 1908, 4,455; June, 4,591. 


Schenectady, Gazette, daily. A. N. Liecty. 
Actual Average 1906, 15,309; for 1907, 17,152. 


Syracuse, Evening Herald, daily. Herald Co., 
puo. Aver. 1907, daily 35,609; Sunday, 4F,130. 
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Troy, Record. Average circulation 
1907, 20,163. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National “Electrical Contractor, mc 
Average for 1907, 2,542. 


Utica, Press, daily. OuoA Meyer, publishei. 
Average for year ending July 31, 1908, 15,057. 


OHIO 
Akron, 7imes, daily. Actual average for 
year 1906, 8,977; 1907, 9,651. 
Ashtabula, Amerikan Sanomat Finnish, 
Actual average for 1907, 11,120. 


Cleveland, Plain Dealer. Est. 1841. Act. daily 
and Sunday average 1907, 74,911; Sunday, 88, 
373, Nov., 1908, 80,822 daily; Sunday, 94,408. 


Columbus, Midland Druggist, a journal of 


quality for advertisers to druggists of the 
Central States. 


Dayton, ournal. 1907, actual average, 
21,217. 


Springfield, Farm and Fireside, over \% cen- 
tury leading Nat. agricult’l paper. ’07, 447,345. 


Springfield, Poultry Success, monthly av.. 1907, 
33,250. 2d largest publ shed. Pays advertisers, 


Youngstown, Vindicator. V’y av.,’07, 14,768; 
Sy., 10,017; LaCoste & Maxwell,N. Y.&Chicago. 


OKLAHOMA 


Muskogee, 7imes-Democrat. Average 1906, 
5,514; for 1907, 6,659. E. Katz, Agent, N.Y. 


Oklahoma City, 7he Oklahoman. 1907 aver., 
20,152; Nov., 08, 30,569. E. Katz, Agent, N. Y. 


OREGON 

Portland, Journal, has larger circula- 

tion in Portland and in Oregon than any 

other daily paper. Portland Yournal, 

daily average 1907, 28,805; for Nov., 

1908, 31,118. Vreeland-Kenjamin, Representa- 
tives, New York and Chicago. 


Portland, 7he Oregonian, (OO). 

For over fifty years the great news- 

»paper of the Pacific Northwest— 

ae wy more circulation, more foreign, 
TEED more local and more classified ad. 
vertising than any other Oregon 
newspaper. Nov. NET PAID cir- 
culation, daily, 37,161, Sunday average, 46,080. 


PENNSYLVANIA 
Chester, 7imes, ev'g d'y. Average 1907, 7,640 
N. Y. office, 225 5th Ave. F. R. Northrop, Mgr. 


Erie, 7imes, daily. Aver. for 1907, 18,511; 
Nov., 1908, 18,716. E. Katz, Special Agt., N.Y. 


Harrisburg, 7elegraph. Sworn av. Nov., 1908, 
15,461. Largest paid cir. in Harrs’bg orno pay. 





Philadelphia, 7he Bulletin, net paid aver- 
age for November, 238,665 copies a day. ‘7he 
Bulletin every evening goes daily into nearly 
every Philadelphia home.” 


Philadelphia, 7he Camera, is the only best 
photographic monthly. It brings results. 
Average for 1907, 6.800. 


Philadelphia, Confectioners’ Yournal, mo. 
Average 1906, 5,614: 1907, 5,514 (@@). 
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For thirty years Farm Yournal of Philadelphia 
has said it was, and aimed to be “ Unlike any 
other paper."” And so it is to-day. Like every 
great success it has many imitators, but not- 
withstanding it still remains “ Unlike any other 
paper’ And here’s success to those who think 
Farm Journal is on the right track and who are 


successfully rolling along this track themselves. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 
paper. Besides the Guarantee 


GUAR Star, it has the Gold Marks and is 
- my onthe Roll of Honor—the three 
EE most desirable distinctions for 


any newspaper. Sworn average 
circulation of the daily Press tor 1907, 102,993; 
the Sunday Press, 124,006. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1907, 15,687. In its 35th year. 
Independent. Has Chester Co., 
and vicinity for its field. Devoted 
to home news, hence is a home 
aper. Chester County is second 

in the State in agricultural wealth. 


York, Dispatch and Daily. Average for 1907. 
18,124. 


RHODE ISLAND 
Pawtucket, Evening 7imes. Average circula- 
tion, 1907, 17,903 —sworn. 


Providence, Daily Fournal. 18,872 
(OO). Sunday, 26,169 (©O). Evening 
Bulletin, 37,061 average 1907. Bulletin 


average for 1st 6 mos, 1908, 46,881 daily. 


Westerly, Daily Sun. Aver. cir. for November, 
4,923 (sworn). Only daily in field. 


SOUTH CAROLINA 


Charleston, Evening Post. Actual daily aver- 
age 6 mos., 1908, 4,685; June, 5,184. 


Columbia, State. Actual aver- 
age for1g07, daily (O©) 13,062 
UA Sunday, (Q@©)13,887. Semi-weekly, 
GUA : 2 
AN 2,997. Actual average for first six 
TEED months of 1908, daily (@@) 13,314; 
Sunday (0) (OO) 14,110. 


Spartanburg, Herald. Actual daily seanee 
circulation for first six months of 1908, 3, 


TENNESSEE 
Chattanooga, News. Average 
for 1907, 14,463. OnlyChattanooga 
paper permitting examination cir- 
GUeR culation by A. A. A. Carries 
TEED more advertising in 6 days than 
morning paper 7 days. Greatest 
Want ad medium. Guarantees 

largest circulation or no pay. 


Knoxville, Journal and Tribune. 
Week day av. year ending Dec. 31, 1907. 
14,694. Week-day av. January and 
February, 1908, in excess of 15,000. 


Memphis, Commercial Appeal, daily, Sunday, 
weekly, 1907, average : Daily, 42,066; Sunday, 
61,773; weekly, 80,078. Smith & Budd, Repre- 
sentatives, New York and Chicago. 


Nashville, Banner, daily. Average for year 
1906, 31,465; for 1907, 36,206. 





TEXAS 


El Paso, Herald, Jan. av. 9,003. More than 
both other El Paso dailies.. Verified by A A.A, 


VERMONT 
Barre, 7imes, daily. F. E. Langley. Av. °5 
3,527 ; 1906, 4, 113; 1907, 4,535. Exam. by A.A.A. 


Burlington, Free Press. Daily average for 
1907, 8,415. Largest city and State circulation, 
Examined by Association of Amer. Advertisers, 


Montpelier, Argus, dy., av. 1907, 3,126. “= 
Montpelier paper examined by the A. A. 


Rutland, Herald. ree Ae Only 
Rutland paper examined by A 


8t. Albans, Messenger, re 4 


Pee for 
1907, 3,332. Examined by A. A. 


VIRGINIA 


Danville, The Bee. Av. 1907, 2,711; Nov., 1908, 
3,270. Largest circulation. Only evening paper. 


WASHINGTON 


Seattle, Zhe Seattle Times ( ve 


is the metropolitan daily of Seattle 

and the Pacific Northwest. It 

combines with its circulation of 

66,942 daily, 75,776 Sunday, rare 

quality. Itis a gold mark paper 

of the first degree. Quality and 
quantity circulation means great productive value 
to the advertiser. In November 7imes beat its 
nearest competitor 258,748 lines. 


Seattle, Post-/ntelligencer (©). 
Av. for Feb., 1908, net—Sunday, 
j 39,646; Daily, 32,083; Weekday, 
GUAR 30,874. Only sworn circulation 
TEED in Seattle. Largest genuine and 
cash paid circulation in Washing- 
ton; highest quality, best service, 

greatest results always. 


Tacoma, Ledger. Average 1907, daily, 17,482. 
Sunday, 25,002. 


Tacoma, News. 
day, 17,610. 


Average 1907, 16,625; Satur- 


WISCONSIN 


Janesville, Gazette. Daily average for 1907. 
3,671; Nov , '08, semi-weekly 1,853; daily 4,691, 


Madison, State Yournal, daily. Actual aver- 
age for 1907, 6,086 


Milwaukee, Evening Wisconsin, daily. Aver- 
age 1907, 28,082 (@@). Carries largest amount 
of advertising of any paper in Milwaukee, 


Milwaukee, The Fournal, eve., 
ind. daily. Daily average for 12 
months, 65,318; for Oct., 1908, 
67,832; daily gain over Oct. 1007, 
5,382. so% of Milwaukee homes 
at 7 cents per line. 


Oshkosh, Northwestern, daily. Average for 
1907, 8,680. Examined by A. A. A, 

Racine, Yournal, daily. Average for the last 
six months, 1907, 4,876, 2 
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T WISCONSIN 
GRICOLTORIST 


Racine, Wis., Established, 1877. 

Actual weekly average for year 

ended Dec. 30, 1907, 56,517. 

Larger circulation in Wisconsin 

than any other paper. Adv. 

i .50 an inch. N. Y. Office. 
C. Richardson, Mgr. 





Temple Ct. 


WYOMING 


Cheyenne, 7ridune. Actual net average six 
months, 1908, daily. 4,877; semi-weekly, 4,420. 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1907, 
13,846; Uct., 1907, 15,016; Oct., 1908, 16,610. H. 
DeClerque, U.S. Repr., Chicago and New York. 
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MANITOBA, CAN. 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 1907, daily, 36,862; daily Nov., 1908, 
39,745; weekly aver. for month of Nov., 27,132 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp'r. Av. 1907, 16,646. Rates 56c. in. 


Winnipeg, Telegram, Average daily, Oct., 
1908, 27,194. Weekly, aver., 28,000. om rate. 


QUEBEC, CAN. 
Montreal, La Presse. Actual average, 1907, 
daily 103,828, weekly 60,197. 


Montreal, Zhe Daily Star and 

The Family Herald and Weekly 
Star have nearly 200,000 subscrib- 
ers, representing 1,000,000 read- 
ers—one-fifth Canada’s popula- 
_ Av. cir. of the Daily Star 
t 1907, 62,887 copies daily; the 

Weekly Star, 199, 335 copies each issue. 














The Want-Ad Mediums 








the requisite grade and class. 








A Large Volume of Want Business Is a Popular 
Vote fcr the Newspaper 


Advertisements under this heading are only desired from papers of 


in Which It Appears. 











COLORADO 
WANT advertisers get best results in Colo- 
rado Springs Evening Telegraph. 1c. a word. 


THE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
“TRE: yd and Sunday Star, Washington. 
D. C. (©@), carries double the number of 
Want Ads of any other paper. Rate lc. a word. 


ILLINOIS 


THE Champaign News is the leading Want 
ad medium of Central Eastern Illinois. 


THE Chicago Examiner with its 650,000 Sun 
day circulation and 175,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand i. the West. 


“N EARLY everybody who reads the English 
language in, around or about Chicago, 
reads the Daily News,’’ says the Fost-office 
Review, and that’s why the Daily News is 
Chicago's ‘‘ want ad’’ directory, 


THE Tribune publishes more Classified Ad- 
vertising than any other Chicago newspaper. 


INDIANA 

THe Indianapolis News, the best medium in 

the Middle West for Mail-order Classified Ad- 
vertising caries more of it than all the other 
Indianapolis papers combined, its total in 1907 
being 289,807 ads (an average of 919 a day)— 
23,331 more than all the other local papers had. 
‘The News’ classified rate is one cent a haremes 
and its daily paid circulation over 75,000. 








THE INDIANAPOLIS STAR 


Publishes more classified advertising 
than any other paper in Indiana. 


During the first six months of 1908 
The Star carried 223.30 columns more 
paid WANT advertising than was 
claimed by its nearest competitor. 


Rate, Six Cents Per Line. 











MAINE 
“Tue Evening Express carries more Want Ads 
than all other Portland dailies combined. 


MARYLAND 
THE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 


MASSACHUSETTS 
TR Boston Evening Transcript is the Great 
Resort Guide for New Englanders. They ex- 
pect to find all xceinenas places listed in its adver- 
tising columns. 


tr te tk te tek 


TH Boston Globe, daily — ae for the 

t jo 1907, printed a total of 446,736 paid 
Want Ads. ‘There was a gain of 1,979 over 
the year 1906, and was 230,163 more than any 
other Boston paper carried for the year 1907. 
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MINNESOTA 


THE Minneapolis Yournal, 
daily and Sunday, carries] ©© 
more Classified Advertising 


than any other Minneapolis 
newspaper. No free Wants 
and no Clairvoyant nor ob- 
jectionable medical advertise- 
ments printed. Classified 
Wants prin ed in Nov. 166,880 
lines. Individual advertise- 
ments, 21,450. Eight cents per 
agate line per insertion, if 
charged. No ad taken for less 
than 24cents. If cash accom. 


panies order the rate is 1 cent 
©© ja word. Noad taken less than 
Wcents. 


HE Minneapolis 7ribune is the recognized 
Want Ad Medium of Minneapolis. 


CIRCULATI'N THe Minneapolis 7ridune is 

the oldest Minneapolis daily 

and has over 100,000 subscribers. 

It publishes over 140 columns of 

Want advertisements every week 

at full price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di’tory Daily or Sunday. 


THE St. Paul Dispatch, St. Paul, Minn., covers 
its held. Average for 1907, 68,671. 


MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lb&c. 


MONTANA 
HE Anaconda Standard, Montana's best 
newspaper. Want Ads, lc. per word. Cir- 
culation for 1907, 11,087 daily; 15,090 Sunday. 


NEW JERSEY 
HE Jersey City Evening Fournal leads all 
other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


HE Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word; 8 cents per month. 


NEW YORE 
THE Albany Evening Journal, Eastern N.Y.’s 
best paper for Wants and Classified Ads. 
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THE Buffalo Evening News with over 95,000 
circulation, is the only Want Medium in 
Buffalo and the strongest Want Medium in the 
State, outside of New York City. 


HE Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County, 


RINTERS’ INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 


OHIO 


N a list of 100 recognized classified advertising 

mediums, only two producedresults at a lower 
cost than the Cincinnati Enquirer. A word to 
the wise is sufficient. You want results. 





HE Youngstown Vindicator—Leading Want 
Medium. lc. per word. Largest circulation, 


OKLAHOMA 


HE Oklahoman, Okla. City, 30,569. Publishes 
more Wants than any 7 Okia. competitors. 


PENNSYLVANIA 
HE Chester, Pa., 7tmes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation. 


UTAH 


HE Salt Lake 7ribume—Get results—Want 
Ad Medium for Utah, Idaho and Nevada. 


CANADA 
HE Daily Telegraph, St. John, N. B., is the 
Want Ad Medium of the maritime provinces. 
Largest circulation and most up to date paper 
of Eastern Canada. Wants ads one cent a 
word. Minimum charge 26 cents. 


‘THE La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
103,828—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 


“THE Montreal Daily Star carries more Want 
Advertisements than all other Montreal 
dailies combined. The Family Herald and 
Weekly Star carries more Want Advertisements 
than any other weekiy paper in Canada. 








©O) Gold Mark Papers OO) 








Out of a grand total of 22,502 publications listed in the 1908 issue of 
Rowell’s American Newspaper Directory, one hundred and twenty-one are 
distinguished from all the others by the so-called gold marks (@@). 

















ALABAMA 
The Mobile Register (OO). Established 1821. 
Richest section in the prusperous south, 
DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
whe Evening and Sunday Star. Average,\ $C7, 
35,486 (OO). 
GEORGIA 


Atlanta Constitution (Q@). Now, as always, 
the Quality Medium of Georgia. 








Savannah Morning News, Savannah,Ga. The 
Daity Newspaper for Southern Georgia. C. H. 
Eddy, New York and Chicago Kepresentative. 

ILLINOIS 

Bakers’ Helper (Q®), Chicago. Only “Gold 
Mark” journal for bakers. Oldest, best known. 

The Inland Printer, Chicayo (Q@). Actual 
average circulation for 1905, 15,866. 

Tribune (@@). Uniy paper in Chicago re- 
ceiving this mark, be ause 7ribume ads bring 
satisfactury results. 
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KENTUCKY 


Louisville Courier-Fournal (O@). Best paper 
in city; read by best people. 


MAINE 
Lewiston Evening Yournal, daily, average for 
1907, 7,784; weekly, 17,545 (O@) ; 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (@@). 


Boston Commercial Bulletin (@@). Reaches 
buvers of machinery for wool and cotton manu- 
facturers. Est. 1859. Curtis Guild & Co., Pub. 

3oston Evening Transcript (@@), established 
1830. The only gold mark daily in Boston. 

Springfield Republican (Q@). Largest high- 


grade circulation in western Mass. 








Worcester L’Opinion Publique (@@), is the 
only Gold Mark French daily in the U. S. 


MINNESOTA 
The Minneapolis Yournal (Q©). largest 
home circulation and most proauctive circula- 
tion in Minneapolis. Carries more local adver 
tising, more ciassihed advertising and more total 
advertising than any paper in the Northwest. 


HE NORTHWESTERN MILLER 


(O@) Minnea: clis, Minn., $4 per year. Covers 
milling and flour trade ali over the world. The 
onty ‘*Gold Mark" milling journal (QO). 





NEW YORK 
Army and Navy Fournal, (OO). First in its 
class in circulation, influence and prestige. 


Brooklyn Eagle (Q@) is THE advertising 


medium of Brooklyn. 


Century Magazine (Q©). There are a few 
peopie in evely community who know more 
than all the others. ‘These people read the 
Century Magazine. 

Dry Goods Economist (Q@), the recognized 
authority of the Dry Goods and Department 
Store trade. 


Electric Railway Fournal (Q@@). A consoli- 
dation of ‘Street Railway Journal’? and 
“Electric Railway Review.”’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Engineering News (OO). The leading engi- 
neering paper of the world; established 1874. 
Reaches the man who buysor has the authority 
to specify. Over 16,000 weekly. 





The Engineering Record (Q©). The most 
progressive civil engineering journal im the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 





The Evening Post (@@). Established 18or. 
Theonly Gold Mark evening paperin New York. 
“The advertiser who will use but one evening 
paper in New York City will, nine times out of 
ten, act wisely in selecting The Evening Post.” 
—Printers’ Ink. 

New York Herald (Q@@). Whoever mentions 
America's leading newspapers -mentions the 
New York Herald first. 
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LIFE without a competitor. Humorous, 
clever, artistic, satirical, dainty, literary. ‘he 
only one ot it’s kind—that’s LIFE. 

Scientific American (Q©) has the largest cir- 
culation of any technical paper in the world, 

New York Times (@@). One of three mornirg 
papers with a daily N. Y.C. sale of over 100,000. 





New York ~ ribune (Q@), daify and Sunday. 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (@©) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 


OHIO 
Cincinnati Enquirer (Q@). In 1907 the local 
advertising was 3344 more than in 1906. ‘Ihe 
local advertisers know where to spend their 
money. ‘The only Gold Mark paper in Cincinnati. 


OREGON 


The Oregonian, (Q@), established 1851. The 
great newspaper ot the Pacific Northwest. 


PENNSYLVANIA 
The Press (@@) is Philadelphia’s Great Home 
Newspaper. it is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1907, 102,993; ‘he Sunday Press, 124,006. 


THE PITTSBURG 
© DISPATCH © 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to sadvertisers. Largest home 
delivered circulation in Greater Pittsburg. 














RHODE ISLAND 
Providence Yournal (O@), a conservative 
enterprising newspaper without a single rival. 
SOUTH CAROLINA 
The State (QO@), Columbia, S. C. Highest 


quality, largest circulation in South Carolina. 


VIRGINIA 

The Norfolk Landmark's \ist of subscribers 
contains no one induced by anything except merit 
as a good newspaper. (@ ©) It’s worth con- 
sidering. 

WASHINGTON 

The Post Intelligencer (Q@®). Seattle’s most 
progressive paper. Oldest in State; clean, 
reliable, influential. Ali home circulation. 


The Seattle Times (@©) leads all other Seattle 
and Pacitic Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 
The Milwaukee Evening Wisconsin (QO), the 
only gold mark daily in Wisconsin. 
CANADA 
The Halifax Herald (@@) and the Evening 
Mail. Circulation 15,558, flat rate. 


The Giobe, Toronto (@@), is backed by 64 
years of square dealing. 
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OUR story sounds so good to you that you would 
read it with enthusiasm in the form of a stone- 
proof on the cheapest kind of newspaper. 


Other people don’t like it that way. 


It is your news, and not theirs. 


From your natural attitude of deep, personal interest ‘ 


you cannot reach out and attract attention—you must 
place yourself in the other man’s thoroughly careless and 
uninterested position. 


This is a mighty important thing to take into consid- 
eration in the preparation of your printed matter. 

It must be so clever and so strong as to compel attention 
and respect from the most indifferent. 


For this reason the most careful attention must be 
given to every branch and detail of the production of a 
piece of printed matter, no matter whether it be a little 
mailing folder or sumptuous catalogue—it must always 
be borne in mind that there is a stiff wall of indifference 
to be broken down. 


We are naturally able to look at a printing proposition 
from the standpoint of those to whom it is to appeal. 
This is a point of view which differs from yours and dif- 
fers almost as widely from that of the ordinary printer. 

We should like to have an opportunity to tell you just 
what course a printing order takes in this establishment 
and what is done at every stage of the work to make 
its success a certainty. 

Wouldn’t this interest you? 


THE ETHRIDGE COMPANY 
HARTFORD BUILDING 
41 Union Square, New York City 


4848 Stuyvesant 
Telephones | 4847 Stuyvesant 
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OMMERCIAL ART CRITICISM 
By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Fviapecs 
Charge Criticism of;Commercial Art Matter Sent to Mr. Ethridge 


Ink Will Receive Free of 














The evident purpose of the 
illustration in this little advertise- 
ment of Shur-On glasses is to 
the construction of the device and 
the manner in which the glasses 
may be put on and taken off with 
one hand. 

The character of the drawing 
and the fact that it is mixed up 
with the heading causes it to de- 





The newest Shur-On style 
On and off with one hand— 
think of the convemence! 
Astrong. neat flat spring takes the place of the ordinary 
easily broken coil springs, and serves as a finger piece 
And they improve the looks and hold tight without 
feeling tight — the same as all other Sanur. Ons 
Get the genuine’ Handy’’Shur-On— look for Sur 
On** stamped on the mounting Backed by 44 years 
reputation Ask your optician Shapes to fit any nose 
Iustrated book free Established 1864 
E Kirstein Sons Co , Dept A. Rochester, N ¥ 


feat its own purpose. The picture 
itself suffers severely and _ the 
heading is rendered partially il- 
legible. 

The illustration marked No. 2 
utilizes the same space in a man- 
ner which gives the picture an un- 
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obstructed opportunity to be seen 
and renders a similar service to 
the heading. 


The Keystone Grease advertise- 
ment shown herewith occupies a 
full page in a technical publica- 
tion. The idea which the picture 
is intended to illustrate is that 
neither fire nor ice has any bad 
effect on Keystone Grease. 











There is no fault to be found 
with the idea, but the. execution 
isn’t particularly praiseworthy. 
The ice doesn’t look cold and the 
fire doesn’t look hot. It may be 
said that this isn’t an easy thing 
to do but nevertheless it can be 
accomplished. 

A watch company out in South 
Bend prints pictures of watches 
frozen in cakes that looks so cold 
that one instinctively turns to see 
if the steam is turned on in his 
room and it is possible to repre- 
sent a good hot fire without the 
use of color. 

If the Keystone Co. will try 
again and produce some real ice 
and a scorching blaze trying in 
vain to make trouble for Keystone 
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Grease the result will probably be 
a striking and convincing adver- 
tisement. 
a 

The advertisement of the Ad- 
justable Table Co. occupies a 
quarter page in System. Half the 
space is utilized to excellent ad- 
vantage and a clear, clean and 
convincing result is achieved. 

In this advertisement the table 
is practically the whole thing—it 





ud 


Adjustable to any height and after casily 
and quickly, and noiselessly moving the Adding 
Machine on its solid rubber rollers to cny 
desired place or position, the Stand is held 
~— rigid by simply tripping this little 
foot lever. 


ADJUSTABLE TABLE COMPANY 
GRAND RAPIDS, MICH. 
Also from Adding Machine Agents and Salesmen, 





is given enough space to show 
just what it is like and how it is 
constructed, and a fist points to 
the most important feature of the 
table. 





* * * 


If the illustration of this Gurnse 
Butter advertisement means any- 
thing the butter is churned by a 
wind-mill taken down to the 
depot in an ash-cart drawn by a 










‘OU can ales s depend on the purity 
gi Gur tter. Gurnse is made 
from the ¢ cream of healthy, selected 
herds, which are cared for scientifically 
and regularly. —— ed. 


is observed. 
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dog and delivered at your door by 
a maiden such as never was on 
land or sea. 

If a lady of this peculiar form 
of architecture would appear in 
the cold gray dawn of some 
morning after and attempt to de- 
liver a few groceries at the doors 
of the people responsible for this 
advertisement they would prob- 
ably reform and give us no more 
of this sort of monstrosity. 

* * os 


In the early days of advertising 
the man who was ambitious to 
excel desired to get away from 
plain type effects, went to some 
expert in curves and complications 
and said, “Make me a design.” 
And the more involved that de- 
sign was the more charmed was 
the advertiser. 

Anything which was hard to 
read was considered to be espe- 
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cially good, the idea being that if 


you made a man work hard in 
order to find out what you were 
talking about he would be all the 
more strongly impressed. 

Many evil practices die hard 
and this one persists with remark- 
able obstinacy. The accompanying 
advertisement of the Beatty Tip 
Printing Co. is only one of many 
of these strange old timers which 
may be found by a short trip 
through the trade papers, 
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DOINGS OF THE AD CLUBS. 


The Publicity Club of St. Paul 
at its annual dinner listened to a 
number .of good speeches. C. C. 
Gray told of the work that had 
been done the past year to adver- 
tise St. Paul to the world.. C. L. 
Mosher, S. C. Theis, S. Greve and 
C. E. Buckbee spoke on the vari- 
ous kinds of publicity. 

John Barrett was the guest of 
honor and principal speaker at 
the Prosperity banquet given by 
the Louisville, Ky., Advertisers’ 
Club last week. 








The Ad Men’s Club of Jackson- 
ville, Fla., is the latest addition to 


the lengthening list of Ameri- ; 


can advertising associations. The 
officers are: President, Herman 
Brunswick; vice-president, H. W. 
Baskette; secretary, Percy P. 
Vyle; treasurer, C. P. Bucklin; 
three directors to act with the 
officers, forming a board of direc- 
tors of seven, P. K. Wilson, 
Ralph Payne and Hugh E. Wil- 
liams. 





In an address before the Ad 
Club of Buffalo last week-Charles 
R. Huntley, president of the Gen- 


eral Electric. Co. of that city, - 


spoke of the part that electricity 
had played in advertising Buffalo 
and its possibilities in the future. 
The electrical display at the Pan- 
American Exposition was the talk 
of millions of people who gave it 
the name of-the City- of -Light. 
Eleven years ago 1,000 _ horse- 
power represented the amount of 
electric power used in Buffalo. 
Now 100,000 horsepower_is em- 
ployed. The abundance of. this 
kind of. controlled force has 
caused the city to. be known as 
the Electric Power City. 





The Central Division of the 
Associated Advertising Clubs of 
America will hold its first annual 
convention: at Indianapolis Feb. 
16-17. This district comprises 
Wisconsin, Michigan, Illinois, [n- 
diana and Ohio. Among the im- 
portant questions to be considered 


at the convention.. will be the - 


plans for the organization of a 


-number. of new advertising clubs 


in these states. Smith .B. Queal, 
ex-president of the National 
Association, is president of the 
district organization. 





Under the auspices of the Cin- 
cinnati Advertisers’ Club, and fol- 
lowing a recent mid-week lunch- 
eon at the Burnet House, Henry 
H. Saylor, of the editorial staff 
of Country Life in America, that 
city, spoke upon “Color Photog- 
raphy, Color Printing and Colour 
Advertising.” Russell Doubleday, 
of Doubleday, Page & Co. was 
with Mr. Saylor, and an exhibi- 
tion of progressive proofs, print- 
ing plates and finished pages at- 
tracted the attention of a large 
turnout. Stereopticon views were 
shown, giving practical results of 
the Lumiere process. 





The correspondents _ of. the 
Times-Dispatch of Richmond, Va., 
located in the states of Virginia 
and North Carolina, to the num- 
ber of 146, met in convention at 
Richmond recently and organized 
an association with Dr. Lucien 
Lofton, of Emporia, Va,. as  Preai- 
dent.- 





The Blaine-Thompson Co., ad- 
vertising agents, Cincinnati, an- 
nounces that at its recent annual 
meeting it re-elected its old board 
of officers and declared a dividend 
which was larger than that of last 
year. ; 

oe 
““WHY HE OPENED BRANCH 
STORES. 


“"When I was doing busitiess in a 

very small way,” remarked a shrewd 

merchant, ‘I advertised that I had no 

branch stores.” presi 
“Well?” 

“That ia people think I was run- 
ning ‘a classy shop, and ‘pretty soon I 
was able to_open ranch stores. See?” 
—Louisville Courier-Journal 


——— +e 


H. E. Baldwin, advertising manager 
of the Pan (Ill.) * News Com any, 
writes ~ twrers’~ INk~~as ~ follows: 
“Please accept my personal congratula: 
tions on the improved appearance of 
the Little School Master, with the hope 
of -much future Prosperity for it and 
all concerned.” 
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Classified Advertisements 








ess than 60 cents. 





Classified advertisements in “Printers’ Ink” cost twenty cents an agate 
line for each insertion, $10.40 a line per year. Five per cent discount may 
be deducted if payment accompanies copy and order for insertion and ten 

er cent on yearly contract paid wholly in advance. No order accepted for 

















ADDRESSING MACHINES 


BUSINESS OPPORTUNITIES 





HE WALLACE STENCIL ADDRESSING 

MACHINE is the only one which cleanses 
the stencil immediately after the imprint is 
made—the vital point in stencil addressing. 
Used vy PRINTERS’ INK, BUTTERICK 
PUBLISHING CO., McCLURE’S MAGA- 
ZINE, CURRIER PUB. CO. and a majority 
of the large publishers throughout the country. 
ADDRESSING DONE AT LOW RATES. 
MACHINES FOR SALE. 
Wallace & Company, 29 Murray 8t., New York 








ADVERTISING AGENCIES 





A. O’GORMAN AGENCY, 1 Madison Ave., 
* N.Y. Medical Journal Advg. exclusively. 





W. KASTOR & SONS ADVERTISING 
* CO., Laclede Building, St. Louis, Mo. 





LINE ADV. AGENCY, ELLICOTT SQ., 
BUFFALO, N. Y. Mail-order campaigns. 





LBERT FRANK & CO., 25 Broad St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the worid. 





ANUFACTURERS’ Advertising Bureau, 
237 Broadway (opp. P. O.), New York. Ads 
inthe Trade Journals our specialty. Benj. R. 
Western, Proprietor. Established 1877. Booklet. 








ADVERTISING MEDIA 


ANUFACTURERS, Jobbers, etc., please 

send us prices and particulars of your goods 
in the following lines: Household specialties, 
notions, novelties, dry goods, watches, jewelry, 
shoes, etc. We are enlarging our business and 
stocking up our store to run in connection with 
our large mail order trade. llease send terms 
aud particulars immediately, as we close our 
deals before the close of the year. Kregersen, 
Williams & Co., 278 Troutman St., B’klyn, N.Y. 





XCEPTIONAL OPPORTUNITY.—An old 
and successful Siock and Poultry Remedy 
concern, located in a thriving, growing city, be- 
cause of the advanced age of the present owners 
and managers, would sell an interest to an ener- 
getic, up-to-date man familiar with the business 
of marketing proprietary remedies and special- 
ties, who would come in and assist in the man- 
agement. This a gilt edge proposition and un- 
less you have the necessary experience and some 
money, do not reply. A grand opening for the 
right man. Address ‘M. 110,"’ Printers’ Ink. 








CALENDARS 





EWSPAPER PUBLISHERS! Now is your 

chance to increase your circulation. We are 
closing out our 1909 surplus calendar stuck, at 
40 per cent. less than regular jobbing prices. 
$7.50 per 1,000 up, complete. It is the best and 
cheapest advertising to build up a circulation. 
Also 1909 calendar pads at a bargain. Write at 
once, stating quantity and size desired. PENN 
CARD & PAPER CO., N. 6th St , Philadelphia. 








COIN CARDS 





$ PER 1,000. Less for more; any printing, 
The COIN WRAPPER CO.,, Detroit,Mich. 








HE Saturday Evening Post covers every State 
and ‘Territory. 





MILLION Country families—% cent line a 
family. Atlantic Coast Lists, New York. 


cuts 





HE man who advertises should write for 

PLATOLOGY, a publication which contains 
vital information on cuts. H. J. ORMSBEE 
ENGRAVING CO., Syracuse, N. Y. 





"THE, BLACK DIAMOND, Chicago - New 
YorkPittsburg for 20 years the coal trade’s 
leading journal. Write for rates. 


The Bank Advertiser 


reaches only bankers. National circulation. 
Cc. E. AURACHER, Publisher, Lisbon, lowa. 








pies Troy (Ohio) Record has printed an aver- 
age of over 100 town and country news items 
and editorials each day for five years. We 
challenge the world to show an equal record tor 
a 6,000-town daily 











ELECTROTYPES 








Get Our Prices 
On Electros 


We'll give you better plates, quicker service 
and save you expressage. - Largest electrotyp- 
ing plant in the world—capacity 90,000 column 
inches aday. Write for prices and sample of 
patent Holdfast interchangeable base. 





ELECTROTYPE COMPANY, Advertis- 
RAPID ers’ Block. Cincinnati, 0. 
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FOR SALE 
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PUBLISHING BUSINESS OPPORTUNITIES 








WILL SELL TO HIGHEST BIDDER 
Five (5) or Ten (10) Shares, par value $100 


The Mining World 


Paid 6% dividend in 1907. Excellent in- 
vestment. Address “E.M.,"’ Printers’ Ink, 

















HALF-TONES 





ERFECT copper half-tones, 1 col.. $1; larger 
10c. per in. THE YOUNGSTOWN ARC 
ENGRAVING CO,, Youngstown, Ohio. 





ALF-TONES for the newspaper or cata- 

logue. Line Cuts. Designs. Electrotypes. 
THE STANDARD ENGRAVING CO., 560 
7th Avenue, Times Square. 





EWSPAPER HALF-TONES. 2x3, 5c.; 

3x4, $1; 4x5, $1.60. Delivered when cash 
accompanies the order. Send for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, 
Tenn. 








MAGAZINES 





“PYOLLARS AND SENSE”’ (Col. Hunter's 
Great Book) free with ADVERTISERS, 
MAGAZINE one year at 50 cents. Indispens- 
able to business men who advertise. Best 
“‘Ad-School"”’ in existence. Sample magazine 
free. ADVERTISERS’ MAGAZINE, 187 
Commerce Building, Kansas City, Mo, 








PAPER 





BASSETT & SUTPHIN, 54-60 Letayette Street, 
New York City. Coated papers a specialty. 
Diamond 3b Perfect White, Write for high- 
grade catalogues. 





Small Trade Monthly 


In good and growing field. 
Can be bought right. 
Has good paid circulation, 
about $10,000 gross business 
Excellent one man proposition. 
Price $10,000. Terms. 
HARRIS-DIBBLE COMPANY 
Brokers in Publishing Property 
2653 Broadway, New York 








SUPPLIES 





R. PUBLISHER: You ought to have Ker- 
nard’s Cold Water Paste in your circulation 
dep’t for pasting mailing wrappers; clean, con- 
venient and cheap. Sample free. BERNARD'S 
PASTE DEP’T, 71 Dearborn Street, Chicago. 








S AND : 5 
will put you in touch with more business. 





sent on request. 
ing Sompa 
CI 











WANTS 





HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more*than 
150,000 copies per day. 





j.tvs Classified Manager of 26, with 7 years 
experience sales, executive ability, good per- 
sonality. Open for position January Ist, 1909. 
“ MINNESOTA,” care Printers’ Ink. 





EEKLY NEWSPAPER WANTED.—I will 

buy Republican or neutrai weekly ; any 
northern state east of Mississippi river. State 
price, terms, income, circulation. ‘M.C.,”’ care 
Printers’ Ink. 





PATENTS 
PATENTS that PROTECT ——— 


Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C, Established 1869. 























PHOTO-ENGRAVING 


ITAB ENGRAVING CO. (Inc.), 401 Latay- 
ette St, New York, makers of half-tone, 
color, line plates. Prompt and careful service. 
Illustrating. TELEPHONE: 1664 SPRING. 











PRINTING 





yoy share with us the economy of our loca- 
tion, Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and bouklets in large quantities. THE BOUL- 
TON PRESS, drawer 98, Cuba, N. Y. 


WELVE OFFICES covering entire news- 

paper and magazine field. Upenings in all 
parts of the world. Advertising, Publishing, 
Sales, Office and Technical. Write for informa- 
tion. HAPGOODS, 305 Broadway, New York, 
or 1010 Hartford Building, Chicago. 





For four years I've been advertising manager, 
assistant sales manager and chief corre- 
spondent for a well-known manufactuier. Am 
making good and have permanent position. 
However, tield is limited and want larger op- 
portunity. Present salary, $25 a week. Age 25. 
Let me send you abstract of my qualifications. 
“M.S.,”" care Printers’ Ink. 


RATE MAN 


A wide experienced space buyer and rate man, 
seven years in that capacity with three large ad- 
vertising agencies, at liberty Jan. 1, 1909. ‘This 
is your opportunity to learn where a big saving 
can be made in placing your advertising. Ref- 
erences. Location no object. Address “W.D.,” 
care Printers’ Ink. 











F INTEREST TO PUBLISHERS. We 

have printing facilities that wil)appeal es- 
pecially to publishers who do not own their own 
printing establishments. We are prepared to 
do every feature of the work from making the 
illustrations to mailing the completed periodical. 
We shall be glad to hearfrom those in our terri- 
tory whose present arrangements are not satis- 
tactory. REVEILLE PRESS, Vevay, Ind. 





ANTED: A PRINTING SALESMAN 

of unusual ability (not an order taker); a 
good business developer, experienced in handling 
and closing large catalog contracts ; an eastern 
man acquainted with New England trade pre- 
ferred; highest reference required; either salary 
or commission; only a man above the average 
need apply. Address “PRINTING WORKS,” 
care Printers’ Ink. 
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OUNG MEN AND WOMEN of apility who 

seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
INK, the business journal for advertisers, pub- 
lished weekly at 12 West 3lst St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. Printers’ INK is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 





Printing Solicitor with 
Established Trade 


XCELLENT OPENING for demonstrated 

business getter on high grade work with 
progressive Boston house, maintaining art and 
advertising department. ‘“G.H.N.,” care of 
Printers’ Ink. 





OSITIONS NOW OPEN—Advg. solicitors 

trade papers, N. Y. and Pa.; mgr. classified 
advg., Minn.; farm journal advg. man, also de- 
partment store ad-writer, northwest: Goss 2-deck 
non-union pressman, N. Y.; Cox duplex 12-page 
union pressman, IIl.; news foreman, non-union, 
Pa.; job foreman, union, Pa. and III; re- 
porters and linotype operators. Booklet free. 
FERNALD’S NEWSPAPER MEN'S ExX- 
CH \NGE, Springfield, Mass. 





ANTED—Clerks and others with common 

school educations only, who wish to qualify 
for ready positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading -concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes his success 
within a few months to my teachings. De- 
mand exceeds supply. GEORGE H. POWELL, 
Advertising and Business Expert, 768 Metro- 
politan Annex, N. Y. 








‘* LETTERINE” 


cards or price tickets to try “‘Letterine.”” 
and we will send you a large sample bottle free, 


Made also in colors. THADDEUS DAVIDS CO., 95-97: Vandam St., New York. 


We want every dealer or clerk who makes window 
SPECIAL OFFER.— Send us six cents in stamps 


“Letterine”’ dries jet black and beautiful gloss, 
Established 1825. 








PRINTERS’ INK PULLS. 


MILterR ADVERTISING AGENCY. 
Torepo, O., Dec. 12, 1908. 
Editor of Printers’ Inx: 

In publishing your list of house or- 

gans recently, you unconsciously keyed 
your own pulling power and I feel that 
you are entitled to a report on the sub- 
ect. 
: Our own booklet, The Wallet, was re- 
ferred. to simply as “Wallet.” Now it 
seems that one of these happy impulses 
which move in waves, impélled virtually 
every house organ publisher on your 
lists to write all his brothers, suggesting 
an exchange of publications. 

As their request to us asked simply 
for “Wallet,” --without--the definite 
article, Printers’ Ink unquestionably 
is responsible for the flood of letters 


on the subject that has reached us. 


I believe that all but two publishers 
have been heard from. I expected to 
get the last ones in this afternoon— 
possibly the mails are a little late to- 
ay, 

Yours very a 3 
W. H. Porter, 
President, 
—_<+o+—___ 


WHO’S RIGHT? 


Karrer & Company, INc., 
161 Summer St., Boston, Mass. 
Nelson H. Grover, President. 
Boston, Mass., Dec. 11, 1908. 
Editor of Printers’ Inx: 

We are surprised to read your edi- 
torial comment. in your publication of 
December 2 relative to the statement 
that 95% of the business men make a 
failure of the attempt. It seems to me 
that you wholly ignored the intent of 
the statement. As I have always under- 
stood it the statement was somethin; 
ike this: “Statistics prove that of all 
the men who enter business life 95% 
of them meet with financial embarrass- 
ment at some time in their career,” or - 


in-other -words, only 5% of the men 
who enter business complete their busi- 
ness careers without making a financial 
failure at some time.” 

This, you see, is entirely different 
from the statement that you made, and 
in my own mind I am satisfied that the 
statement is correct. As you, of course, 
realize, a host of men who fail at some 
time or other in their business career 
finally achieve financial success. This 
you will notice is entirely differerit 
from the meaning which your statement 
conveyed. 

Yours very truly, 


Netson H. Grover. 


Our correspondent is entirely 
mistaken in h‘s understanding ‘of 
the statcment to which he refers. 
No such qualification is made by 
those who use it. We judge of a 
man’s success in life by the sum 
total. of his efforts, and not by 
any one. That most men do rot 
achieve success without encoun- 
tering some setbacks is. a -self-evi- 
dent proposition that needs no 


‘argument: 





————__ +> 


J. S. Seymour, general manager of 
the Chicago Record-Herald, writes the 
editor of Printers’ Inx as follows: 

“You are to be congratulated on the 
high standing maintained by Printers’ 
Inx, which I always read with -the 
greatest interest. I never fail to find 
in it a suggestion which I can apply 
to practical use.” 


The New York newspapers have car- 
ried a heavy: volume of Christmas ad- 
vertising this year in spite of the busi- 
ness depression. The stores report a 
good trade as the’ result: Di es 








L 


w 
D 
Y 
di 
pé 


eo Ont>r>a ae 


nen so 


-_ he 


het 


ea 7 ye ae | 


1 


it 
d 
e 
"y 
e 
r 
s 
t 
t 


"Ae eS = hUU CUS 





¥ 





PRINTERS’ 


INK. 49 








Business Going Out 




















The Frank Presbrey Company, New 
York, is sending 28-line, 38-time orders 


to newspapers, advertising the Ward 
Line. 

Mail ofder publications and_ local 
weeklies are being used by the H. W. 
Doremus Advertising Agency, New 
York, to advertise Neuro Nerve Pow: 


ders, made by the Neuro Chemical Com- 
pany. 


The advertising of David M. Pfallzer 
& Company, makers of ‘Wearbetter”’ 
boys’ clothing, and the Chicago Tailors’ 
Association will hereafter be placed by 
the Ben Leven Advertising Company, 
Chicago. 





E. P. Remington, New York, will 
use 1,000 lines in a special list of news- 
papers for the advertising of the Lyon 
Manufacturing Company, medical, 
Brooklyn. 





The Derby Desk Company account is 
being handled by the H. W. Doremus 
Advertising Agency, New York. Maga- 
zines and other mediums are_ being 
used. Copy measures full and half page 
space. 





* Renewal orders for Parker’s Hair 
Balsam are going to newspapers from 
Dauchy & Company, New York. Nine 
line copy is used. 





The Ben Leven Advertising Company, 
Chicago, is sending out orders for the 
Portable *Shower Bath Company to a 
list of mail order publications. : 





Renewal contracts for Cascaret ad- 
vertising are going to newspapers from 
Lord & Thomas, Chicago. 





The Jacques Manufacturing Com- 
pry, Chicago, makers of K. C. Bovine 
owders, is making 14,000 line con- 
tracts with newspapers, the business 
being placed direct. 


The issue of Philippine Railway bonds 
recently made by the Bureau of Insular 

ffairs, War Department, Washington, 
D. C., in connection with William Solo- 
mon & Company, was advertised through 
the H. W. Doremus Advertising Agency, 
New York. The space used was 480 
lines, 3 time orders. 


Fifty line, 26 time orders are being 


,sent out by the Fuller Agency, Chicago, 
for. the advertising of the H. M. Oblac 
Company. ; 





The Klickitat Development ° League, 
with headquarters at - Goldendale, 
Wash., has closed a contract with the 
Chapman Advertising Company, Port- 
land, Ore., for display advertisements 
in the: Pacific Monthly, Sunset Maga- 
sine,- St. Paul Farmers’ Dispatch, 


Northwestern Agriculturist, St. Paul 
Farmer, Farm, Stock and Home, Min- 
neapolis Farmers’ Tribune and _ other 
publications which have proved highly 
effective for colonization advertising. 
The insertions of the advertisement 
will begin at once. 


—+o—————_ 
BOSTON NOTES. 

Wood, Putnam & Wood are sending 
out renewals of the Waitt & Bond 
Blackstone Cigar advertising as fast as 
the old contracts expire. he schedule 
covers one year. 





W. L. Weeden, of this agency, has 
completed the list on the Harrington & 
Richardson Arms Co. Contracts are 
going out to magazines, agricultural 
and trade papers at the present time. 


.The Kretol Co., Washington, D. C., 
is asking for rates in New England 
papers generally. 


The C. F. Wyckoff Agency, 79 Milk 
St., Boston, has again secured the con- 
tract for the advertising of the Miller 
Shoe Tree. Contracts will go out soon 
to. leading magazines for a year’s ad- 
vertising. 


Frank Allen, of the F. P. Shumway 
Co., is using a large list of dailies and 
weeklies in towns and cities near Boston 
for the advertising of Cobb, Bates & 
Yerxa, grocers. 


Macullar, Parker & Co., the Boston 
clothing house, are using suburban 
papers direct. 


Mail order papers are being favored 
with good sized contracts from the New 
England Advertising Agency, 58 State 
St,, covering the advertising of the 
Friend Soap & Supply Co., the Bluine 
Co., and the Columbia Novelty Co, 


The J. H. P. Cigar Co. has decided 
not to send out copy until after the 
first of the year. New England papers 
are to be used and orders will go out 
through the H. E. Ayres Agency. 








The Boston Retouching School is ask- 
ing for rates on ‘small space to run three 
times in classified magazines. About 
ten publications will be used and copy 
will be inserted three times. The busi- 
ness will be placed direct. 


_ The Shivell Agency is making up a 
list for next _year’s advertising on the 
Woodworth Kant Skid Tire. Trade 


. papers are to be used besides one. or 


two general mediums. No advertisin 
will be placed on their new tire unt 
after the first of the year. 


Mr. Stevens, of the Van Cleve 
Agency, Globe Building, Boston, ig put- 
ting out large copy in local papers ad- 
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vertising Estabrook & Eaton’s Cigars. 
This is a local campaign for Christmas 
trade and one or two time insertions 
are being given. 


The’ Ad Men’s Club, of Boston, held 
its annual Christmas Festival Wednes- 
day night, December 16. This is the 
one meeting of the year devoted en- 
tirely to merrymaking and the members 
always enjoy themselves greatly. This 
dinner was voted the most successful 
ever held by the club. Over a hundred 
members and guests were present. 
vaudeville entertainment furnished by 
“thome”’ talent caused much merriment. 
Santa Claus, in the person of ° 
Dowst, of Ellis & Dowst, discovered a 
present on a mammoth Christmas tree 
for every one present. A great feature 
of the evening was the advent of a 
newsboy selling a paper called the 
Boston Admerican an exact burlesque 
copy of the Hearst Boston American. 
This paper was filled with jokes, grinds 
and cartoons of the advertising men of 
New England and on the advertising 
business in general. 

-—_+oo__—_—————_ 

The Woonsocket, R. I., Evening Call, 
the Paterson, N. J., Morning Call and 
the Paterson, N. J., Guardian have been 
elected members of the American News- 
paper Publishers’ Association. 

Percy K. Crocker, an advertising 
agent, of 150 Nassau St., New York, 
has filed a petition in bankruptcy with 
liabilities. of $2,120 and assets of $2.32. 


—+e+ 


CRITICISES THE CRITIC’S DESIGN. 


ArtHuR ARNOLD ARMINGTON, 
Originator of : 
Artistic Attractive Advertising. 
Provipence, R. I., Dec. 8, 1908. 
Editor of Printers’ Ink: ee 

As a long-time disciple of the ‘‘Dimin- 
utive Pedagogue’” I am greatly inter- 
ested in every word of wisdom promul- 
ated thereby. I usually turn first to 
Mir. Ethridge’s Department of Commer- 
cial Art Criticism and, in the course 
of time, I have imbibed much useful 
information therefrom. Also, I have en- 
joyed the distinction of having some 
of my own work copied and commended 
by Mr. Ethridge, so, of course, I be- 
lieve thoroughly in everything he says. 

But now f think I have him on the 
hip, so cannot refrain from a bit of 
counter-criticism, though it may appear 
captious. 

r. Ethridge is essentially the apostle 
of simplicity in advertising illustration. 
He advises a technique which has the 
combination of strong shadows and full 
high-lights used without any confusion 
of complicated. shade-lines. It is pos- 
sible to pick out an Ethridge drawing 
among hundreds of illustrations on ac- 
count of the strength and beautiful sim- 
3 4 of its modeling. 

I have been told that Mr. Ethridge 
goes over every drawing made by his 
artists, armed with an eraser, and elim- 
inates “all of the lines which are not 
absolutely essential. 

This may be so, but in one instance 
it appears that his night force must 
have caught him napping. In Prinrers’ 
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Inx of December 2nd, there is shown 
a drawing submitted by him as a model 
for an advertisement for Dr. Wilson’s 
Hair Restorer. It seems to me that in 
this case the Great Eliminator has failed 
to eliminate, and I submit the follow- 
ing— 

AS MR. ETHRIDGE MIGHT HAVE CRITI- 
CIsep IT: 

In fost respects the _ illustration 
marked No. 2 is exeellent. The drawing 
of the lady is attractive in its-simplicity 
and the representation of Father Time 
is suggestive of the old gentleman as 
we usually imagine he should appear. 
The absence of extensive detail in the 
drawing of the figures is commendable, 
as further detail is not necessary to 
convey the meaning intended and would 
only detract from the boldness of the 
design. 

Had the artist stopped here he would 
have arrived at a very satisfactory re- 
sult, but unfortunately he indulged in 
the indiscretion of practising pen strokes 
on the background of the drawing. 

As reproduced here, on coated paper, 
the background of cross-hatching is not 
entirely objectionable; but if the draw- 
ing were printed on the usual grade of 
paper used in newspapers, or even in 
same magazines, after a comparatively 
short run the engraving would fill up 
with ink and would smudge to such an 
extent as to give a very unsatisfactory 
result. 

Even as it is, the background de- 
tracts from the effect of the lettering 
at the top and seems to serve no good 
purpose whatsoever. 

When white space can be left to such 
advantage in heightening the effect of 
the black portions it seems almost crim- 
inal to fill it in with meaningless pen 
scratches. 

It is not apparent what the tesselated 
background is intended to convey. Per- 
haps it is meant to represent the patch- 
work of life, checkered with good and 
evil, but as here used the evil certainly 
predominates over the good. 

f it were not for the words “Hair 
Restorer” we might apply an entirely 
different meaning to the whole illustra- 
tion. For instance, it might be con- 
ceived that the strenuous young lady in 
the picture had floored the old gentle- 
man and was proceeding to polish the 
parquetry by applying the contents o1 
the bottle to its surface and making use 
of his mop of hair in lieu of the usual 
implement used for this purpose. 

Yours very truly, 
. ARMINGTON. 


_ Oo 
SHOULD HAVE ‘BEEN A MAIL 
ORDER MAN. 


The elderly lady who was looking 
through the shop of a dealer in knick- 
knacks picked up a small handbag. “Are 
you sure,” she inquired, “that this is 
a real crocodile skin?” 

“Absolutely certain, madam,” replied 
oe. dealer. “I shot that crocodile my- 
self. 

“It looks rather soiled,” observed his 
customer. 

“Naturally, madam,” explained the 
salesman. “That is where it struck the 
round when it tumbled off the tree.”— 

hiladelphia Ledger. 
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APPLETON’S 


for 1909 


leads the fleet of pe- 
_ riodicals with its optimistic 
articles on modern business con- 

ditions. 

Big business men the country over are 
talking about Appleton’s and looking’ 
to it as a dependable unit of value along 
advertising lines. 


The result is apparent,— 


It Pays to Use Appleton’s 
APPLETON’S MAGAZINE 


35 West 32d Street 
NEW YORK 
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AND STILL THE FAVORITE MEDIUM OF ALL 
ADVERTISERS WHO CONSIDER CHARACTER 
OF CIRCULATION OF MOST IMPORTANCE 
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